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arolina said to the governor of 
South Carolina was nothing like 
vyhat the mayor of Chicago would 
ave said to the mayor of New 
ork if he had had a chance. 

. SS 9 
They keep right on doing it, 
(0 maybe somebody will have to 
pass a law to prevent people in 
his business from referring to a 
ewspaper, Magazine or radio sta- 
ion as an advertising media. 
7 Sse 


“The Lost Moment,” Walter 


anger’s new picture, is being | 


What the governor of eal 


Rough Proofs Radio Industr 
Bright, FCC Insists | 


Rate Wars, Fight 
for Audiences Ahead, 
U.S. Agency Warns 


By STANLEY COHEN 


WaSHINGTON—An FCC analysis 
of the mushrooming broadcast in- 
dustry warned last week that hun- 
dreds of stations will be unable to 
survive unless they discover ways 
of building fresh listenership, and 


fiven a limited promotion test in| attracting the dollars of previ- 


Baltimore. | 
hlanning it on a very restricted | 
cale as compared with “The Lost | 
eekend.” | 
oe a 
Elmo Roper must have shocked | 
lot of good people who are. 
pending big money in marketing 
esearch when he said that it is| 
ot a very good substitute for | 
rains. 
V Ff F 
Charles Brower complains that | 
utdoor advertising is the only | 
ajor medium that hasn’t sold | 
e creative man down the river 


» the bookkeeper. And even the | Stations which will be competing | 


ookkeepers haven’t been able to| 
et up an RBI column. 
7 ee’ FH 
Back TO NorRMALCY NOTE | 
Your favorite retail clothing 
hlesman is now writing you bil- | 
ts doux inviting you to come in| 
' look over the attractive suits | 
- has in stock. 
7 | F 
The new association of radio 
on representatives must know 
iis time that it’s in business, 
uly by the large number of | 


uquets and brickbats coming its | 
ay. 


> = 


Mills 


“General promotion 


al 


Of course they are | Ously unexploited local and na- 


tional advertisers. 

The commission points up the 
fact that survival in each case de- 
pends largely on the ability of in- 
dividual management. It sees rate 
wars and splintering of available 
audiences as the two most omi- 
nous factors on the radio horizon. 

Using what it considers con- 
servative figures, FCC sees up- 


| wards of 2,250 standard stations | 


on the air in 1948. This compares 
with 909 stations on the air on 
V-J Day, and does not include 
hundreds of FM and television 


for the same listeners and adver- 
tising dollars. 
Guide for Newcomers 


The current FCC “Economic 
Study of Standard Broadcasting” 
is designed to outline for newcom- 


y Future 


GF's ‘47 Budget 
Is $20,000,000, 
Parker Declares 


Supermart Men 
See New Products, 
Labels at Chicago 


| CHticaco—General Foods will 
‘spend $20,000,000 next year in 
| newspapers, magazines, radio and 
outdoor, Wesby R. Parker, gen- 
eral manager of General Foods 
|Sales Company, New York, re- | 
|vealed here last week at the 
|Super Market Institute’s 10th an- 
/nual meeting. : 


IN NORWAY'S PLANS—This color ad 
is one in a campaign under considera- 
tion for sponsorship by the Norwegian 
Sales & Advertising Federation and the 
Norwegian Export Council for use in 
countries outside Scandinavia. 


Coca-Cola Doubles 
Jaits,Banker_maae ine casement DOSHOrS £0 Depict 


support 
moving merchandise. He pointed 


out that General Foods recently 


aut eat Guat roots “sooty ore Cole Uses 


to enlarge its point-of-sale serv-| 
ice for retailers and to study Will Use 24 Posters 
changing trends in store display | ° 
to Show Variety of 
‘Pleasant Occasions’ 


and premium use. 

“Our promotion, including) 
powerful consumer advertising | 
programs,” he said, “is the pump | 


ATLANTIC City—The Coca-Cola 


Revere Shows New 


16mm. Units; Ad 
Budget to Double 


‘Papa’ Briskin Hits 
Tie-ins; May Make 
Film, Dealers Told 


Cuicaco — Sam Briskin, immi- 
grant president of Revere Camera 
Company, made it clear here 
Tuesday that his competitors have 
fancy plants and he doesn’t. 

But he made it clear, too—for 
several hundred camera distribu- 
tors and the press—that Revere 
makes up for it by having Sam 
Briskin. 

In a remarkable talk at a dinner 
meeting held to show the new 
Revere 16 mm. sound motion pic- 
ture projector and camera, Mr. 
Briskin—speaking with a heavy 
accent, sometimes ungrammati- 
cally but always with sureness and 
sincerity — painted a remarkable 
picture of the U. S. camera and 
film business. P 

He disclosed that Revere next 
year will double its advertising 
budget. It will spend $750,000 to 
$1,000,000 to promote its 8 mm. 
camera and projector and an equal 
amount on the new 16 mm. pro- 
jector. Most will go into con- 
sumer magazine and radio pro- 
| motion, but part of the 16 mm. 


is | 

| ad 5 
bmplete symphony,” reports the | S8Ys, but on the whole the com- 
orld’s greatest advertising jour-|™ission believes the good result- 


ers the favorable and unfavorable | your stores through our estab- 
elements influencing their success. | }ighed brand names, consumer ac- 
One commissioner, former Con- 'ceptance, display material and ad- 


'gressman Robert Jones, opposed | vertising, but there should be no 


its publication. 

FCC stands by its policy of issu- | pnymp.” 
ing licenses to all qualified appli- 
cants and letting competition take | 
its toll. ‘Doubtless such a policy 


200 Exhibitors 
He urged 


cially painful to both the existing| be sure to mark displays with 
and the new stations,” the report| prices, use multiple prices, sell 
related items and emphasize ad- 
vertised brands. 

About 3,500 persons attended 


that pulls our products out of) 


|need on our part to prime this) 


supermarket oper-| 
in some instances has been finan- | ators to keep displays well stocked, | 


projector campaign will include a 
strong drive for industrial, insti- 
tutional and educational business. 


Hits Tie-in Film Sales 


|Company will adopt a radical | 
|change in its outdoor advertising | 
| program for 1948, Felix W. Coste, | 
| vice-president and advertising di- | 
'rector, announced at the closing | Peer : 
session of the Outdoor Advertis- | Fy  preee, had listeners on the 
‘ing Association of America here | © ge 0 t “oe seats as he told the 
Oct. 31. Instead of running one | vents pos F mae Piped Byery eo 
nl —, kan ie Gale | Petitors, need of had hom he accused 
in 1948 will consist of 24 different pos & ser dese te —— 

ters. reaten 
sar have so many types of dis- | the camera industry with “the 
pensers, and the product is ee aoa ~a preen . 


| fered under so many different | 


ing from this congressional policy 


And no small part of the far outweighed the bad.” 


orious harmony 
’ “Hi-yo, Silver!” 


is contributed 


> > | ey 
|unserved communities. 


Richard De Rochemont, pro- 
cer of “The March of Time,” 
ys institutional films are guilty 
self-glorification, unreasonable 


gmatism and boring their audi- 
Ices 


Only the last failing is neces- | 


tily fatal. 

+ vv. F¥ 
A manufacturer looking for a 
les promotion manager includes 
the specifications “a unique. 


fative man with a flair for the} 


lorthodox.” 


| 
Every creative man thinks he’s | 


que, and maybe he is. 

oe 
A southern business publisher 
secking an editor who is a 
Pid, prolific writer “and is will- 
sell an ad when the occa- 
ises,”’ 
kind of editor can make 
1 occasions. 

+ | > 
‘RMA sees record year for set 
RKers,”” says the headline, and 
W it the record makers looking | 
° 1948 could see a record year, | 
» €\erybody would be happy. 
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Copy Cus. 


According to the report, many 
factors will help newcomers, par- 
ticularly in the small, previously 
Most ur- 
gent, according to FCC, is a con- 
tinued high level of “disposable 
income” which will maintain busi- 

|ness “at or near present levels.” 
| Others include: 
1. Return of a free market in 
| consumers’ goods and _ increased 
consumer resistance. This, the 
' commission says, will “tend to in- 
(Continued on Page 76) 


Worst Enemy? 


Are Unions Hurting 
Workers? See ‘Voice,’ 
Page 66. Other features: 


Ad-libbing 

Advertising in the Test Stage 
Advertising Market Place 
Business Paper Figures 


. ie 
24 
64 
44 


Rough Proofs l 


(Continued on Page 73) (Continued on Page 74) 


Last Minute News Flashes 
Set Florida Citrus Budget at $1,500,000 


| LAKELAND, FLta.—Come hurricanes and high water, Florida Citrus 
Commission intends to spend $1,500,000 for advertising in its 1947-48 
year starting Nov. 16—approximately the same as in the current 
year. The final figure, however, will depend on the size of the 
_orange, grapefruit, tangerine and lime crops. The campaign will in- 
| clude weekday ads in newspapers of 123 markets, color insertions in 
| 23 Sunday supplements, 10 spots weekly on stations in 41 markets, 
and four daytime programs. Magazines will be used for the canned 
fruit campaign. Benton & Bowles is the agency. 


Licensed Beverage Industries Picks F&S&R 

| New York—Although no contract has yet been signed, Licensed 
Beverage Industries, Inc., over-all national group for the liquor and 
wine industries, intends to place its account with Fuller & Smith & 
i Ross, New York. F&S&R would replace Walter M. Swertfager Com- 
pany. About 15 agencies bid for the account, which is expected to 
bill more than $1,000,000 a year. 


| 


‘New York Commerce Dep't Launches Campaign 

ALBANY—The New York State Department of Commerce is placing 
advertisements in Business Week and Nation’s Business promoting 
the advantages of locating industrial and commercial projects in New 
York state. Initial November insertions are black-and-white pages. 
The campaign will extend through April, 1948. Agency is Kenyon 
& Eckhardt, New York. 


‘Shinn Joins Lennen & Mitchell 

New YorK—Herbert S. Shinn, formerly with General Outdoor Ad- 
vertising Company and Calkins & Holden, is joining Lennen & Mit- 
| chell to head outdoor in its media department. 


(Additional News Flashes on Page 79) 


| film in which singer Frank Sinatra 

hits at religious and racial in- 
tolerance—a subject in which Mr. 
| Briskin is reputedly deeply inter- 
/ested. Next, telling how one em- 
|ploye rejected a large bonus for 
| working hard recently while his 
|son was dying of cancer, the Re- 
vere president announced that he, 
“from the heart,” was personally 
donating $25,000 to the Damon 
Runyon Cancer Fund (the largest 
|individual gift yet made, which 
Walter Winchell planned to an- 
nounce on his radio program last 
night). 

Mr. Briskin pointed out that his 
company, formed in 1940 and not 
in camera production for three 
war years, has made 200,000 of 
the 500,000 8 mm. cameras pro- 
duced by all manufacturers since 
8 mm. cameras came on the mar- 
ket in 1933. 

He said his company plans to 


make 1,000,000 of the 8 and 
16 mm. cameras, each of which 
sells for $127.50, far under 
other such cameras. Sales this 
year are running nearly 200% 
over sales last year and, with 
new facilities being built, sales 
could rise five-fold “if the cus- 
tomers could get film.” 

Mr. Briskin declared that he 


recently went to Europe to inves- 
tigate film supply. He reported 


e | 
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finding that one large producer;I’m too good to my employes. 
was connected with the big film | Since 1939 I’m not on Revere pay- 


interests in the U. S. and had no) roll. 


Last year they gave me a 


film to sell. He said the only| bonus check. I’ve got friends who 
other source was a German firm, will put money in the business. 


in the Russian zone and “you 
can’t get nothing out of there.” 


Will Spend Millions 


“But I got something uppa my 
sleeve,’ Sam Briskin promised. 
“The father of Revere got to pro- 
vide for his children, the workers 
got to provide for theirs, the deal- 
ers got to provide for their chil- 
dren. Nothing going to stop me, 
if it takes $1,000,000, $10,000,000 
—I’m jumping too fast—or $15,- 
000,000 or $20,000,000 (to get 
film). 

“T ain’t got that kind of dollars. 


St. Joseph Ouzette 


If it takes me one or two years, 
the industry will have film, in 
color.” 

He said he has contacted every 
sound film company in the U. S. 
to get film and “you are going to 
get a lot of good film, cheap 
film.” He said that major film 
companies are refusing to sell 
motion picture film unless dealers 
buy cameras with the film. Deal- 
ers, he admitted, cannot sell 


enough film to take care of cam- P 


era potentials. 


Says Dealers Are Scared 


Mr. Briskin expressed much 
disappointment that only 25% of 
dealers had responded to a query 
from Revere as to their sources 
of film. He said they have be- 
come too frightened to answer. 
The large film companies, he 
added, are taking advantage, 
meanwhile, of the export market. 


U. S. film that can be bought in 
Europe cannot be bought here, he 
said. 

He promised that Revere will 
continue to take care of its old 
dealers first. He said he had just 
recently turned down an order 
from Japan for 10,000 cameras and 
projectors. 

The new 16 mm. projectors, Mr. 
Briskin revealed, will go into 
regular production in about two 
weeks and 50 to 75 will be made 
daily at the start. Eventually, the 
company will make 500 a day. 


Sears Official Praises Revere 


“Better get tomorrow into your 
stores and make lotta room to 
cash in your cash registers on 
your projectors,” Mr. Briskin put 
it. He emphasized that Revere 
has obtained court decisions prov- 
ing its rights to all patents in- 
volved in its equipment, particu- 
larly for magazine-loading. 

It was pointed out that all Re- 
vere employes had had more than 
a 50% raise in wages this year 
and that when a union organizer 
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tried recently to start activity at 
Revere, 99% of the employes 
signed a statement saying they 
“do not want a union, they want 
Sam Briskin.” 

G. SS. Ejidel, merchandising 
supervisor for Sears, Roebuck & 
Co.’s photography supplies, said 
at the meeting that he admired 
the expert design and production 
know-how, and “expert ‘guts’ 
know-how” of the Revere Com- 
pany. He said that Sears is glad 
to have long supported Revere as 
a dealer. Sears was among the 
first and most important of Re- 
vere’s 4,000 dealers to support the 
company. 


Briskin Born in Kiev 


Mr. Briskin, who is 58, was born 
in Kiev, Russia, emigrating to the 
U. S. as a young man. Of 15 to 
20 relatives left in Russia, only 
two are known to have survived 
the war. After staying with rela- 
tives in Philadelphia a while, he 
moved here and in his late 20’s 
became head of an automotive 
parts manufacturing company. He 
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FEATURES—1. Report of the Automotive Serv- 


ice Industries Show; 2. Economical, complete 


coverage of the overseas 


automotive trade; 


3. Booth pictures of all advertisers will be 
. printed in these issues; 4. New Products and 
New Literature—fully reviewed. 


FEATURES—1. 


Pictorial and descriptive rec- 


is still head of this firm, Exce| 
Auto Radiator Company, a large 
maker of auto radiators, fans ang 
other parts. 

E. J. McGookin, general man. 
ager and advertising manager of 
Revere, who has served with Sam 
Briskin 15 years, told AA he ex. 
pects “we will have a tremendous 
impact on educational and _ in. 
dustrial use of cameras.” 


‘Natural’ for Industry Use 


Esquire, Inc., and other com- 
panies in the educational film 
field have long been interested, jit 
is understood, in development by 
camera companies of sound film 
projectors light enough to move 
and set up easily. Revere’s new 
16 mm. projector is a single unit, 
weighs only 31 pounds and oper. 
ates on both AC and DC current. 
In addition, it sells for $287.50, 
tax included, said to be far lower 
than prices of competitive makes, 

Advertising, to start in maga- 
zines very soon, will emphasiz¢ 
these features, plus its ease j 
threading, 1,600-foot film capacity 
and high tone fidelity. Besides ex 
tensive use of magazines for bot 
8 mm. and 16 mm. units, Revere 
also is using the Jan August show 
on Mutual, heard at 8-8:15 p.m. 
EST (some stations earlier), o 
Saturdays. 

Jones Frankel Company herd 
handles space advertising, and 
Roche, Williams & Cleary handle 
the radio account. 


Newhouse Buys 
WSYR, Syracuse 


SyracuseE—Samuel I. Newhouse 
owner of several newspapers, in 
cluding the Syracuse Post-Stand 
ard and Herald-Journal, has pur 
chased WSYR, 25-year - olf 
Syracuse station. Purchase pric 
of $1,200,000 also included thé 
5,000-watt NBC affiliate’s fre 
quency modulation station, WSYR 
FM. 

The deal was handled by Albe 
Zugsmith of Smith Davis Corpo 
ration. 

Col. Harry C. Wilder, forme 
owner of the station, will con 
tinue as general manager. 


é ee oe 


ord of the achievements and forecasts in the 
CONSTRUCTION and INDUSTRIAL fields; 
2. Economical, concentrated coverage of the 
buying and specifying factors throughout Latin 
American CONSTRUCTION and INDUSTRY; 
3. New Equipment, New Literature; fully re- 
viewed. 


DECEMBER [oy 
is the date we 

clase advertising forms 
cee «= on these January 948 
crete 618, 4tnual editions / 


Elects Richard Jones 


Richard G. Jones, vice-presi 
dent and general manager of th 
Jackson Brewing Company, ha 
been elected president of Greatd 
‘New Orleans, Inc. 


BASIC 
QUESTIONS 


What do you wish people 


ments in pharmacy from on-the-spot correspon- 
dents; 2. Review of the year’s achievements by 
the pharmaceutical, cosmetic and allied indus- 
tries and forecasts; 3. New Products, New Dis- 
plays, New Literature reviewed; 4. Annual Di- 
rectory of agents and distributors (in EL FAR- 
MACEUTICO); 5. Economical, concentrated 
coverage of the drug trade and health field of 
the world. (PHARMACY INTERNATIONAL 


closes Noy. 15.) 


to believe about your 
business? 


Whom do you wish to 
hold these beliefs? 


The answers are the 


fundamentals of prolit- 
able advertising. 


IT DOESN’T PAY 


TO ADVERTISE... LEADS 

Unless you do it right “a ide | 

330 West 42nd Street, New York 18, N. Y. t Pe 

: | Branch offices: iragg on or ae a eg ae eps San JOHN MATHER LUPTOR “te, "i 
| : Francisco, Los Angeles, Atlanta, Washington, London, Buenos Aires, Mexico City, Rio de Janeiro Co., Inc. - ADVERTISING 1944) 


their 


GRAYBAR BUILDING /# “ 
N. Y. 17, N. Y. 
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LEADS THE YOUNG BUYERS’ MARKET — Recent study 
made by a competing women’s magazine shows 41% of 
COMPANION readers are under 34—a greater percentage 
than any other women’s service book. Another study by 
& second competing magazine, deals with the gain in readers, 
ages 15-29. COMPANION increase was 600,000 (1946 over 
1944)—nearest competitor, 400,000! Women at the height 
ol their active, acquisitive years are COMPANION readers. 


WOMAN’S HOME 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


New help for alcoholics 


»»e because women acted! 


PUBLIC HEALTH PROGRAMS WERE STEPPED UP — the country over—when aroused 
women readers learned about the tremendous increase in alcoholism through 
COMPANION article ‘Are Women Drinking Too Much?” Understanding of the 


individual, proper medical and psychiatric care received still more impetus when 
the article was widely reprinted . . . picked up by the press wires . . . featured on 
major network programs by John B. Kennedy, Gabriel Heatter and others. Such 


this program, is paying off—right now! 


ever-increasing ability to excite intense reader interest keeps the COM- 
PANION’S Public Service Program first in the women’s field. 


Here is more proof that the COMPANION’s vigorous editorial policy, reflected by 


COMPANION FOR YOUNG MOTHERS — First study 
above also shows 51% of the COMPANION’s circulation is 
among women with children of 12 and younger, nearest com- 
peting service magazine having 45%! Recent Starch findings 
also show the COMPANION leads the field in percentage of 
readers with young children. And what an active group! 
Typical monthly response—in August 4,052 requests, money 
enclosed, were made for COMPANION pamphlets on child care! 


Average Monthly Circulation More Than 3,700,000 


COMPANION 


PHOTOGRAPH BY BEATTIE-WATTS 


NG 


GOES WHERE MOST MONEY IS SPENT — to the 
choicest cut of America’s women magazine readers, living in 
the country’s wealthiest market areas. In the 24 states that 
lead the country in income (89.45% of total), and in retail 
sales (83.19%) . . . the COMPANION has a greater circulation 
percentage than any service magazine. Include the COM- 
PANION readers on your list. They have more to spend— 
what’s more, they spend it! 
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3 Name Rowen Agency ‘Bendix ‘Stampede ‘Cleveland, said stores in that city 


Julius J. Rowen Company, New | protested that the headline was 
York, has been retained to direct Warning’ F ails pre gens the prong ener yd Bsn 
the advertising of Cooper Display | 


: * |the bureau’s preview rules and 
Company, New York, manufac- | ; 
turer and designer of mannikins; | to Run in Ohio | that Bendix dealers, as well as de- 


Perfo Mat & Rubber Company,,) SourH Benp—Bendix Home Ap-_| partment stores, protested to the 


Advertising Age, November 10, 1947 


payments. 


‘Buys Out Partners 


push the new low terms available 
on Bendix automatic washers, and 
where larger stores apparently 
wished to hold to higher down 


New York, manufacturer of rub-/|pliances’ scare headline, “Stam-| y a 
ber doormats and runners; and| pede Warning,” ran into trouble | be connected with it. As a result 
‘in Cleveland and Akron, and cre-| the Bendix distributor withdrew | 
‘ated plenty of comment in some | the advertising from both Cleve- 
50 other cities in which it ran in| land and Akron papers. 


Twin Handicraft Company, New 
York, Hobbicraft devices and ma- 


terials. 


Write for information on 


e2 


T.M. Reg. U.S. Pat. Off. 
Self-adhesive displays — 


SIMON ADHESIVE PRODUCTS CORP. 
220 Fifth Avenue, New York I, N.Y. 


| newspapers. 


Day)” (AA, Oct. 27). 


bureau that they did not want to| 


| The “shocker,” calling attention 
'to liberalized credit terms after 
Nov. 1, was addressed “To the 
E a ST/ Police Department” and cau- 
tioned: “Only 6 days to prepare! 
Next Saturday is B-Day (Bendix 


phoned the Bendix distributor and 
commented good-naturedly. They 
added that the only opposition 
arose in a few cities where dealer 
associations had agreed not to|/its advertising. 


Marshall A. Mott, president of 
the Better Business Bureau of 


Gordon J. Weisbeck, president 
»| of Backes, Weisbeck & Besig, Buf- 
falo, has purchased the interests 
of Alvin E. Backes, 
Besig and Daniel Joseph and will 
Bendix officials here admitted|operate the agency as Gordon J. | 
that the ad unquestionably was an| Weisbeck, Inc. 
attention-getter and conversation a eee 

maker. They said police depart-|Gets Oyster Account 
ments in several instances tele- Bendiksen Oyster Company, 
South Bend, Wash., manufacturer 
of canned and smoked oysters 
under the East Point brand name, 
has appointed Botsford, Constan- 
tine & Gardner, Seattle, to handle 


MILWAUKEE marxerortcs 


Tue MILWAUKEE JOURNAL composite in- 
dex of business conditions in Milwaukee county 
was 221.5 in August, as compared to 212.2 in 
August, 1946. This index includes retail sales, 
employment, pay rolls, bank debits and con- 
struction, with the 1935-’39 average as 100. 


Sales Management magazine’s monthly index, “High 
Spot Cities,” estimated Milwaukee retail activities in 
October at 277.3, based on October, 1939, as 100. This 
represents a gain of 5% to 70% more than the gains 
of all other cities of 500,000 or more, with the excep- 
tion of Los Angeles, and is 26% more than the average 
gain of the cities of this size group. 


Federal Reserve Bank reports on department 
store sales show Milwaukee sales off 7% in 
August as compared to August, 1946, but 
weekly reports indicate a gain of about 7% in 
September over the same month a year ago. 
In the six weeks ending October 11, the week- 
ly index of sales has fluctuated from 314 to 
388, based on the 1935-’39 average as 100. 


The Wisconsin Industrial Commission reported that 
factories in Milwaukee county employed 150,400 wage 
earner production workers in August, or 11,000 more 
than the number employed in the same month a year 
ago. The U. S. Employment Service reported 8,900 job 
openings on file in the Milwaukee office, an increase 
of 20% in the past two months, and only 2,800 regis- 
tered job seekers. 


The pay roll for factory production workers in 
the county averaged $8,125,000 weekly in 
August, an increase of 22% over August, 1946, 
and more than three times the 1939 average. 
Due to a number of short shutdowns in fac- 
tories because of extremely hot weather, the 
average weekly wage declined from $55.02 in 
July to $53.88 in August. This compares with 
$47.66 in August, 1946, and $28.09 in 1939. 


Scary ith Voor 


THE MILWAUKE 


N ¥. Banking Houses 


- = = = ro Bi 
Gov Snel I rsh eee “re ad in Conspiracy Counts 


ane Crashi===== Nlam 


Despite today’s high prices and deductions for income 
taxes, the average factory production worker in Mil- 
waukee county has more buying power than in pre- 
war years. The average weekly wage in August was 
100% over the average for 1935 to 1939 inclusive, The 
consumers’ price index of the Bureau of Labor Statis- 
tics increased about 60% during the same period. 


Check transactions in Milwaukee banks in 
August totaled $1,108,238,897, a gain of 10% 
over August, 1946. In the first eight months of 
the year the total exceeded nine billion dollars, 
or more than 17% over the volume in the 
same period a year ago. 


Construction awards in Milwaukee county in August 
totaled $6,255,000 for an index of 329.7, based on the 
1935-"39 average as 100. The total for the eight months 
of the year was about $42,000,000, or 7% over the 
same period in 1946. 


Prices received by Wisconsin farmers for their 
products in August were indexed at 279 as 
compared to 274 a year ago, and a five-year 
August average of 184. Farm costs for com- 
modities purchaséd climbed to 250 compared 
to 206 a year ago and a five-year average of 
163. As a result, the exchange ratio of the 
farmer’s dollar in terms of purchasing power 
has declined to 112 from 133 a year ago and 
a five-year average of 113, ; 
Wisconsin’s farm production in 1946 was 25% greater 
than in 1939, according to the Department of Agricul- 
ture. Coupled with the price rise this boosted the gross 
farm income in Wisconsin to an all-time high of 
$1,059,000,000 in 1946. 


The Milwaukee Journal takes an advertising 
message into twice as many homes in Milwau- 
kee and its suburbs as any other medium— 


97% of all homes daily and 92% on Sunday. 


E JOURNAL _ 
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Standard Brands 
Drops Allen; Ford 
Dealers Are Heirs 


New YorK—J. Walter Thomp- 
;son Company arranged for ithe 
Ford dealer association to take 
over sponsorship of Fred Allen’s 
NBC program from Standard 
Brands, as of Jan. 4. 

That’s all there is to it, so far 
as the agency and its two big 
clients cared to declare last week. 

According to NBC, the change 
resulted from a_ revision by 
Standard Brands of its advertis- 
ing schedule. Which, while it 
makes sense, explains nothing. 

In this way last week announce- 
ment was made of a change in 
sponsorship, smack in mid-season, 
of Fred Allen’s show—currently 
tied with Bob Hope for top place 
in Hooperatings. Standard Brands 
has sponsored the comedian for 
seven years, using the show cur- 
rently to push Tenderleaf tea and 
Shefford cheese. 


Other Shows Continue 


Standard Brands reportedly will 
continue to sponsor Edgar Bergen 
and Charlie McCarthy and “One 
Man’s Family,” both heard on 
NBC Sundays—the former lead- 
ing into Allen’s 8:30-9 p.m., EST, 
spot. Ford will continue its pres- 
ent dramatic program on NEC at 
2-3 p.m. Sunday. 

Only other official declaration 
made was that at the conclusion 
of the Allen contract with Ford 
next summer, the time spot will 
be offered by NBC first to Stand- 
ard Brands and then to Ford. J. 
Walter Thompson has Allen's 
show under contract, and contract 
conditions and format of the show 
will stay the same. 

The agency’s Detroit office, 
which handles the Ford dealer 
account, told AA it has no promo- 
tion program planned so far on 
the Allen show. There may be a 
local tie-in campaign with dealers 

Chief rumors concerning the 
change were that Standard Brands, 
its profits down, is having “price 
trouble” and that the agency 
saved the company money by 
effecting the switch. 


KEX Promotes Linden 

Val Linden, former announcer 
of Station KEX, Portland, Ore. 
has been appointed program pro- 
ducer of the station, succeeding 
Mel Baldwin, who resigned to be- 
come manager of. Station KTIL, 
Tillamook, Ore. 


Appoints Gelula 


The Hotel Brighton, Atlantic 
City, N. J., has appointed Abner J 
Gelula & Associates, Philadelphié 
and Atlantic City, to handle its 
advertising. About $40,000 wil! be 
spent in newspapers and maga- 
zines. 


Canfield Names Adler 


A. J. Canfield Company, Ch'- 
|eago bottler of carbonated bev e!- 
ages, has appointed William [iat 
Adler, Inc., to direct its adve? tis 
ing. The company uses raid 
newspapers, outdoor and point-0!- 
sale advertising. 
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| They're to be found in the building 
supply industry right now. But, you “* 
got to know “pay dirt'’' when you s°° a 
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Here’s America’s 
best-known orange! 


Ask folks to name the brand of oranges they 
know best, and they’ll name the brand that’s 
been advertised consistently in The Saturday 
Evening Post for more than 30 years. That’s 
true of hundreds of other things that Ameri- 
cans eat, wear, drive, and use . . . it’s the ad- 
vertising history of the leaders in every field. 


People like to read advertising in the Post 
—far more than in any other magazine 
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Okays Lady Esther Ads 

A Biow Company spokesman 
said last week that the advertis- 
ing for Lady Esther Lipcolor (AA, 
Oct. 27) is acceptable to publish- 
ers and will appear in the media 
list described in AA, Oct. 27. 


Set Automotive Show 


The Automotive Service Indus- 
tries Show will be held at Navy 
Pier, Chicago, Dec. 8-13. 


OFFICIAL PUBLICATION 
WASHINGTON STATE 
FRUIT COMMISSION 
One of the world’s most prosper- 
ous groups of farmers read every 
word of this authentic grower 


Request 
The Goodfruit Grower 


324 West Yakima Ave. Yakima, Washington 


WOKO Bows Out: 
Channel Goes 
to Dongan Group 


WASHINGTON—The long contro- 
versy over allegedly incorrect re- 
ports which Station WOKO, Al- 
bany, N. Y., was said to have 
filed with FCC was set to end 
with the deletion of the .17-year- 
old station Nov. 10. 

An FCC order Wednesday turns 
over WOKO’s frequency to the 
Governor Dongan Broadcasting 
Company, one of three applicants, 
all composed of groups of local 
business men seeking the channel. 

With further extension for 
WOKO now unlikely, FCC ruled 
that the Governor Dongan group 


may negotiate for the purchase or 
lease of WOKO’s facilities’ in 
order to provide an interim serv- 
ice while more powerful equip- 
ment és being installed. 


To Cover Larger Area 
The proposed new station is to 


have 5,000 watts instead of the) 


1,000 day and 500 night enjoyed 
by WOKO. It is to use a four 
element nighttime directional an- 
tenna to cover a_ substantially 
larger portion of the metropolitan 
area, including portions of Sche- 
nectady. Three other stations are 
also contemplated for Albany. 
Meanwhile FCC approved the 
sale to the Press Company, a 
Gannett-owned corporation, of 
stock in a second Albany station 
owned by key figures in the 


aoe ie 


| WOKO controversy. The stock in 
| station WABY was sold for $143,- 
'750 by Harold E. Smith and Ray- 
/mond E. Curtis. Mr. Curtis was 
/also president of WOKO, and one 
|of the key figures mentioned in 
|the hearings on WOKO stock 
| ownership. 


Armstrong Joins Bendix 


Joseph L. Armstrong, former 
general sales manager of Schaefer, 
Inc., Minneapolis, has been ap- 
pointed national merchandising 
manager for Bendix Home Appli- 
ances, Inc., South Bend, Ind. Prior 
to his association with Schaefer, 
Mr. Armstrong was general sales 
and advertising manager of Maico 
Company, Minneapolis, and was 
assistant sales promoter for Stand- 
ard Oil Company (Indiana). 


THESE PEACH TREE LIMBS really carry peaches. We refer to the 
perambulating limbs of the charming shoppers on Atlanta’s 
Peachtree Street, who help put Atlanta’s retail sales 57 % over 
thé U. S. average. Whipped cream of this retail trade comes 
from 6,252 readers of THE NEW YORKER in the Atlanta area. 
Every week, 1,042 copies circulate among Atlanta’s heavy 
spenders, to the tune of six readers per copy. 


EVEN A CAMEL GETS THIRSTY at the sight of a certain famous 
Atlanta-born nectar (it rhymes with “poke’”’). And advertisers 
of luxury merchandise are always thirsty for the patronage of 
Atlanta’s top-bracket families who really know what luxury 
means. If you make something extra fine, you’!1 do well to show 
it to such folks as the directors of the formidable Trust Com- 
pany of Georgia. 30% of them are NEW YORKER subscribers. 


— 


es 


¥ 


Oo. SOGLOW | 


DESPERATE MAN CLIMBS TELEPHONE POLE (an uncultured 
traveler, suh!) when offered his 17th dish of grits in two days. 
However, it isn’t compulsory to like grits . . . but it is compul- 
sory in Atlanta’s fashionable and financial world to be able to 
quote from THE NEW YORKER. For example, 50% of the 
officers of the mighty Georgia Power Company are subscribers. 


THREE GUESSES: What book about what metropolis of the 
South is represented by this picture of something g-ne w-th 
the w--d? ONE GUESS: What magazine reaches the quintes- 
sence of lavish charge account customers in such smart Atlanta 
shops as Davison-Paxon Company? 48 % of THE NEW YORKER 
subscribers in the Atlanta area have charge accounts there. 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK 18, N.Y. 


THE NATIONAL WEEKLY OF THE LEADERSHIP MARKET 


Atlanta is one of the 41 Primary Trading Areas in which 84% of the nation's department store business ts transacted and in which The New Yorker concentrates 


82% of its Unite 


States circulation 


MBS Capitulates 
as Four Networks 
Sign with BMB 


New YorkK—The battle of the 
networks over the Broadcast 
Measurement Bureau Subsided last 
week as Mutual, whose lone 
fight for changes in BMB’s meth- 
ods had been holding up accep- 
tance of contracts from the other 
three major networks, signed for 
the service. 

MBS had declined to join ABC. 
CBS and NBC in an earlier an- 
nouncement of support for the 
bureau, asserting that there were 
basic weaknesses in its methods 
which needed correction. Subse- 
quently Mutual presented its en- 
gineering coverage study to BMB 
for consideration and awaited de- 
velopments. 

NBC, meanwhile, criticized Mu- 
tual for retarding the work of 
the tri-partite group and ques. 
tioned the advertiser’s interest in 
a “listenability” measurement. 
CBS came in on the last chorus 
|to maintain that it supported 
|BMB, but only if all networks 
were in. 


Special Committee Named 


Last week BMB accepted con- 
tracts from all four networks and 
|} announced that a special network 
committee has been appointed to 
“consider special network prob- 
lems.” 

Emphasizing that Mutual signed 
an unconditional contract with 
BMB, MBS Vice-President E. P. H. 
James said: 

“We believe the network com- 
mittee will be of great help and 
we certainly shall be willing t 
|abide by its decisions. We feel 
| that we have helped focus atten- 
|tion on phases of BMB which 
/needed improvement. And _ we 
hope now that something will be 
done to meet the needs of more 
types of stations and thus get 
subscribers in.” 

Latest count on the number o 
subscribing stations to BMB 4 
of Nov. 5 was 466. Revenue from 
‘this list is between $50,000 and 
/ $75,000 short of the $500,000 which 
'the bureau says it needs yearly 

With the Dec. 15 deadline for 
initial orders for next spring’ 
_interim study only a month off, 
|the bureau is working hard t 
‘line up new stations. No figure’ 
were made available, but report 
edly the stations are coming i 
“very slowly.” 


Burdick to Air Waves 


Norman Burdick, formerly wit) 
the Post-Standard, Syracuse, N. Y 
|}has been named account execu: 
| tive of local and regional sales © 
Air Waves, Inc., new Jamestow! 


N. Y., broadcasting corporation. 


Radiant Names Glassner 
Radiant Mfg. Corporation, Ch’ 
cago, maker of projection screens 
has named Lewis M. Glassne! 
Chicago management consulian! 
'to handle its public relations 
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res PASADENA to Santa Monica . . . San Fernando 
iy to Long Beach—Los Angeles County embraces 
t exec 4,080 square miles. It’s the third richest market 
— in the United States—and the third most popu- 
ration. lated. More homes—by far—are now abuilding 
a in this area than in any other section of the 
ion, Chi: country. And paralleling this amazing growth in 
ohare wealth and population is the circulation of the 
sultan Los Angeles Times—up 80% since 1941! Tell the 
a story of your product or service through the 
influential pages of the Times—now delivered to 
” 


more homes than any newspaper on the West Coast. 


NOTE: Due to the newsprint shortage and our primary 
obligation to supply a complete summary of news to 
our readers—we continue to ration advertising space. 


CIRCULATION—Publisher’s statement for 
six months ending March 31, 1947: Daily, 
412,606; Sunday, 759,045. 


Represented by Williams, Lawrence & Cres- 
mer ¢ New York, Chicago, Detroit and 


LOS ANGELES 
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| FCC About Faces; 


Advertising Age, November 10, 1947 


| special handicaps on newspaper|of newspaper applications in the | our state to purchase advertising |newspaper competitor into Ney 
| applicants. Moreover, the resig-| past two years where “all other | space in the Providence Journal | York radio. 


/nation of Charles R. Denny Jr. | factors” were not considered equal.| and Evening Bulletin to reply to| Mr. Denny and Commissioner 


: 
¢ 
. 


|former general 
|Commissioner E. K. Jett in op- 


FM Application 


WASHINGTON—FCC policies dis- 
criminating against newspaper ap- 
plicants were subject to intensive 
soul searching last week follow- 
ing the reversal of a ruling which 
would have granted an FM permit 
to the New York Daily News. 

At least two commissioners 
recorded themselves fully out of 
sympathy with any rule placing 


Articles written for any phase of business. 
Backed by [9 years experience in varied 
business fields. Just mail outline of your 
ideas giving complete details. Cost... 
10c per line to cover expenses, ‘7 what- 
ever you judge the work is worth. 


ARTICLE WRITING SERVICE 


Box 14, Berwyn, Illinois 


counsel, joined 
posing withdrawal of the Daily 
News grant. Asserting that the 
newspaper made a “superior” pres- 
entation, Hyde said it was “un- 
realistic” to assume that grants to 
non-newspaper applicants “pro- 
mote competition” in the dissemi- 
nation of news and information. 


Denny Heads Majority 


But a 4-3 majority headed by 
Mr. Denny insisted that “all other 
factors being equal, the public in- 


Mr. Denny and his colleagues con- 
tinue to argue that grants to non- 
newspaper applicants “promote 
diversity in the ownership of the 
media of mass communication,” 
the commission has granted dozens 


|publishers would not enter into} 
determination of their qualifica-| 
tions as radio station operators. 

In denying the New York Daily | 
|News application, FCC voted, with | 
| only Commissioner Clifford Durr | 
dissenting, to strike from the rec- | 
ord evidence submitted by the 
American Jewish Congress pur-| 
porting to show that the News| 
| was not a qualified applicant be-_ 
cause its paper printed reports 
which were allegedly anti-Jewish 
and anti-Negro. 


‘Providence Journal’ Approved 


an FM grant for the Journal, | 
Providence, R. I., despite protests | 
from the state legislature and the 
mayors and councils of three 
| cities, who contended that “it has 
/been necessary for the citizens of 


A 4-3 FCC majority saw no 
need for hearings on the charge 
“since, upon the record of the 
proceeding, the applicant’s repre- 
sentations as to the program plans 
and policies of its proposed sta- 
tion are such as to insure, insofar 
as possible, that incidents of this 
nature would not occur in con- 
nection with the broadcast sta- 
tion.” 

The newspaper ownership con- 
troversy entered the New York 
ruling after FCC found the News 
and WLIB, the New York Post 


commissioners abstaining, it had 
been agreed that the channel 
would go to a newspaper ap- 
plicant (AA, April 21). The nod 
went to the News on the ground 
that it introduced an additional 


BEEN IN A GROCERY STORE LATELY? 


Things have changed, for shopper and grocer too, over the past year. Shelves no longer are 
bare. The blue of labels, the green, the gold, the red, speak eloquently for custom. e But now, 
as before the war, cans of Dole Pineapple drop into millions of shopping bags. The familiar 
name, the familiar label, get a familiar welcome. e Advertising that speaks the package goods 
language helps. It has done so for our client, Hawaiian Pineapple Company, Ltd., for fourteen years. 
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e ' P 'weakened the ranks of those| Twice last week the commis-| news articles and editorials af- | Durr, who were the minority jy 
i Denies NY News favoring such policies. ‘sion acted to assure newspaper | fecting their reputation and char-| April, subsequently enlisted the 
Commissioner Rosel Hyde, FCC’s| applicants that their doings as| acter.” votes of Commissioners Pay 


| Walker and Edward Webster, whof 


/had not participated in the April 
,action. Though announced op 
| Tuesday, the News decision had 
been made on Oct. 21, just before 
| Mr. Denny left. 


Other Channels Already Set 


Six days previously, on Oct. 15, 
Commissioner Webster had voted 
with Commissioners Jett and 
Hyde for immediate approval of 
the Providence Journal applica. 
tion. Their majority included 
Commissioner Robert Jones who. 


terest is best served by preferring station, among seven applicants | as a newcomer, abstained from the 
non-newspaper applicants over A second commission action) for the one available channel. New York News voting. 
ARTICLE WRITING SERVICE newspaper applicants.” Though provided immediate approval of In April, by 3-2 vote, with two In all, the commission had 17 


applicants for five FM channels 
now being awarded in the New 
York area. There had been unani.- 
mous agreement that channels 
should go to the American Broad- 
casting Company and _ Station 
WMCA. In addition, FCC voted 
that a third channel, earmarked 
|for New Jersey suburbs, should 
go to the New Jersey Broadcast- 
|ing Company and that a fourth 
channel should go to Unity 
| Broadcasting Corporation, a proj- 
ect of the International Ladie 
|Garment Workers Union. 

| Under Tuesday’s ruling, the 
fifth channel goes to the radio cor- 
poration of the Board of Mission: 
and Church Extension of the 
Methodist Church. 


No Special Interests 


FCC said the church and the 
Ladies Garment Workers Unior 
stations would be controlled “by 
organizations which have larg 
memberships in the New York 
area and have close association: 
and direct experience with many 
phases of community life.” 

It said they promised not | 
operate as special interest stations 
or as radio representatives of the 
religious or labor groups involved 
“but to serve the entire con- 
munity.” 

‘*“Moreover,” 


FCC pointed oul 


/“the nine FM stations now Ili- 


censed in the city of New York 
are all controlled either by the 
licensees of standard broadcas' 


stations or by groups of local 
business men. 

“We believe that the public in- TI 
terest will be better served b) 
providing a diversification amon: wi 
the types of owners of FM sta- PA 
tions so that diversification in the Hi 
programming of stations will be E: 
enhanced.” w 

Unsuccessful FM applicants ma} I 
petition FCC for rehearing, © pe 
they may compete for four New of 
York FM channels still in reserve D 

lai 
Vernon Joins Bielefeld ci 

David T. Vernon, formerly © fr 
Vernon - Stephens - Hall, Chicag th 
has joined Bielefeld Studios, In¢ tir 


Chicago. 
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*Direct Image Offset 


® To acquaint users with the vast 
scope of letter shop offerings — 
the speed, quality, ingenuity a"? 
economy—we plan a series of ads 
presenting in each, a facet of our 
many facilities and services. 

The entire series will be avoil 
able later in booklet form f° 
qualified executives and stude's 

In the meantime watch for these 
helpful announcements here. We 
might suggest they be passe? 
around to your staff and then filed 
for the educational benefit of new 
employees. 


For assistance on specific 
problems, call 


WILLIS SERVICES 


Complete 
Letter-Shop Facilities 


33 W. Hubbard 
3939 W. Madison 
Phones—SUPerior 1214 


Paste-up © Multi-lithing e Mimeographing 
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Announcing 
a Busines 


The first issue of RESTAURANT EQUIPMENT DEALER 
will be published early in 1948 — by the Anrens PusLisninc Com- 
PANY, publishers of Hotel Management, Restaurant Management, 
Hotel World-Review, and Travel America. 


Every healthy industry needs a printed voice — a meeting place in 
print, where ideas, methods and products can be discussed and 
argued about, and from which all concerned can learn to the benefit 
of theirselves and their business. The restaurant equipment dealer 
now has such a_ publication. RESTAURANT EQUIPMENT 
DEALER now becomes the mouthpiece of that industry — articu- 
late and constructive. It will reflect and encourage the sound poli- 
cies of all, and will welcome constructive ideas or controversies 
from any of its readers. It will show editorially how its readers, 
through the experience of others, can do a more efficient, construc- 
tive, and profitable job with a resulting business increase for all 
concerned. 


ori 


"THE ONLY EFFECTIVE MEDIA 


FOR REACHING RESTAURAN 


_ EQUIPMENT DEALE 


RESTAURANT EQUIPMENT DEALER will be distributed on a controlled 
basis to a guaranteed 7500 restaurant equipment dealer executives, engineers, 
buyers, salesmen, selected architects, and miscellaneous factors in the distribu- 
tion of equipment to the “mass feeding market.” It will guarantee complete 
coverage of all important restaurant equipment dealer organizations through- 
out the country. 


Advertising-wise Restaurant EQuipMENT Dea.er is not just another publi- 
cation. Instead, it offers manufacturers of products sold through restaurant 
equipment dealers the opportunity of conducting monthly sales meetings 
with dealers from coast-to-coast, an important, yet almost impossible accom- 
plishment under ordinary circumstances. It is ideal for sales training programs; 
catalog preprints (at low cost); announcements of new products; technical 
product data; and general dealer educational campaigns. Examples of some 
of these forms of dealer advertising will be found in the Resrauranr Egutp- 
MENT DeaALer dummy issue. A copy of this is available upon a letterhead 
request. 


TALLER ou sunens ovrsicarion 


RESTAURANT MANAGEMENT, HOTEL MANAGEMENT, HOTEL WORLD-REVIEW, TRAVEL AMERICA, 
71 Vanderbilt Ave., New York 17, N. Y.—333 N. Michigan Ave., Chicago 1, Ill. REPRESENTATIVES: 
Blanchard-Nichols-Osborn, 805 C & S$ National Bank Bidg., Atlanta 3, Ga.; Blanchard-Nichols, 
448 So. Hill St.,Los Angeles 13, Calif., Blanchard-Nichols, Russ Bldg., Suite 2020, San Francisco 4, Calif. 


NEW YORK - CHICAGO - ATLANTA - LOS ANGELES - SAN FRANCISCO 
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t,t berating: Wet we Bae 
mm) More and more and more advertising schedules 
| |G these days start with The New York Times Magazine... 


: because The New York Times Magazine starts more 


and more and more buying. That’s because it reaches 
more-than-a-million best-customer families all over 
the country every week with the bulgy-with-good-reading 


_ nl a i el i Fy A 


Sunday edition of The New York Times. 
THE NEW YORK TIMES MAGAZINE...now among the top 6 


U.S. weeklies in advertising volume 


If your 1948 advertising plans include selling . . . call any of our Advertising Offices: 
New York: 229 West 43rd Street; Boston: 140 Federal Street 

Chicago: 333 North Michigan Ave.; Detroit: General Motors Building 

Los Angeles: Sawyer Ferguson Walker Company, 645 South Flower St. 

San Francisco: Sawyer Ferguson Walker Company, Russ Building 
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Olivier as ‘Hamlet’ 


The Etiquette of Eating: West vs. East vat 
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More and more and more advertising schedules 


these days start with The New York Times Magazine... 


because The New York Times Magazine starts more 


and more and more buying. That's because it reaches 


more-than-a-million best-customer families all over 

the country every week with the bulgy-with-good-reading = 
Sunday edition of The New York Times. 

THE NEW YORK TIMES MAGAZINE...now among the top 6 


U.S. weeklies in advertising volume 


If your 1948 advertising plans include selling . . . call any of our Advertising Offices: 
New York: 229 West 43rd Street; Boston: 140 Federal Street 

Chicago: 333 North Michigan Ave.; Detroit: General Motors Building 

Los Angeles: Sawyer Ferguson Walker Company, 645 South Flower St. 

San Francisco: Sawyer Ferguson Walker Company, Russ Building 
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them undoubtedly deserve a kick-| the homely virtues or to use hack- 
ing around. But not all of them.) neyed cliches. 
Just as it is patently true that not | or not, we’ve got to talk about 
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Full Production Is Not a Gag 


It is, in our opinion, a crime 
against society when a business, 
or a group of businesses, delib- 
erately limits production to main- 
tain a market squeeze, to keep 
prices up or to minimize or de- 
stroy competition. 

It is no less a crime against so- 
ciety when labor deliberately 
limits production or restricts a 
free market. 

Clyde Bedell points the prob- 
lem up in its simplest terms in 


* the letter to the editor which ap- 


pears in this issue. Those of us 


_ who have had experience with the 


building industry, where alto- 
gether too frequently an unholy 
alliance of business man and labor 
operates to prevent use of new 


‘and better materials and methods 
| simply because they reduce labor | 
» costs, have seen the situation at 


its worst. 


consume more goods and services 
than we collectively produce. 

We can, and probably always 
will, argue about who is respon- 
sible for the most production and 
therefore entitled to the most con- 
sumption. No one in his right 
mind has any basic quarrel with 
that. But, as we have said before, 
we’ve got to understand—all of 
us, including labor and politicians 
as well as business men — that 
when we hamstring production 
we inevitably hamstring  con- 
sumption, our own as well as 
everyone else’s. 

Slowdowns, featherbedding, re- 
fusal to make full use of techno- 
logical improvements, monopo- 
listic prices, unfair and _ non- 


sensical legal restrictions, all lead | 


add up to temporary advantage for 


this group or that, but in the long glasses, how- 


Old-fashioned social and eco- | run they lead straight to lessened | 


nomic notions have been taking a 


fearful and indiscriminate kicking 
around in recent years. 


Some of | 


| opportunity and a lower standard | 
|of living for everyone. 


| 


It is unfashionable to talk about | 


But unfashionable | 


everything old is necessarily good, them, believe in them, and con- 


so is it equally true that not every- 


* thing old is necessarily bad. 


And one fundamental economic 
verity still remains, as true to- 


ivince others of their 
truth. If we’re going to have a/| 
|constantly rising standard of liv- 
|ing, we’re going to have to pro- 


day as it was a thousand years | duce a constantly larger physical 


ago, as true a thousand years from 


now as it is today: Somebody 
must put, before somebody else 
can take. Somebody must pro- 


duce before somebody can con- 
sume. And collectively, we can’t 


| volume of goods and services. 
You can’t do that by increased 
| restrictions, by greater soldiering, 
by more featherbedding, by limit- 
ing or outlawing the use of labor- 
|}saving devices. You simply can’t. 


We're All Saviors Now 


If you have been listening to 


the almost endless exhortations 


from top management men to ad- 


vertising men to save the Ameri- 


can economic system, and if your 
memory as an adman happens to 
go back 15 or 20 years, you have 
probably been having a good many 
quiet chuckles to yourself. 

A good many topflight business 
men who have consistently viewed 
advertising as a near-racket, 
who have normally approached it 
with all the fervent joy of a 12- 
year-old being introduced to his 


or 


fnew piano teacher, have now hit 


advertising’s sawdust trail with a 
thumping abandon that threatens 
to raise the incidence of house- 


maid’s knee by serious propor- 
tions. 

Advertising, we are told, can 
save the American system. It is | 


our advertising dollars, and to use 
some of our skills and knowledge, 
to educate the public, to explain 
the system, to counteract sub- 
versive philosophies. 

So it is. And advertising, given 
half a chance, can be depended 
upon to do a creditable job, par- 
ticularly if it is given a creditable 
“product” to sell. But what we’re 
hoping is that the presidents and 
directors who so fervently toss the 
torch to advertising now, for this 
special assignment, don’t forget 
what advertising looks like when 
and if they become a bit less pan- 
icky on the score of the state of 
economic thinking. 

Maybe they’ll even 
that advertising can sell goods, 
|and won’t chop the promotion 
| budget all to pieces at the first 
faint sign of a downward bend in 


remember 


| 
our solemn duty to spend some of! the sales curve. 


inevitably to trouble. They may | y, 


essential | 


"As soon as those art directors settle their argument I'll be able to tell you 
whether the next magazine ads show me as the ‘Giddy Girdle Girl’ or the 


‘Brazen Bra 


Damsel.’ " 


Tuckered Panikins 

There is a mania for cuteness in | 
American households we’ve never | 
quite been able to fathom. The 
gimmicks, the curious andirons, | 
the towels marked His and Hers, | 
all seem to us 
to be the out- 
ward sign of 
a derange- 
ment too dev- 
ilish for clas- 
sification. 
In these 
ilted and 
wavering 


| 


| 
| 


ever, it seems 


that the ma- | 
jnia is at its S| 
zenith. The 
|\COPDY SAYS  gaeq.,seret8 tor $15. Poupoid 
these glasses Orin for FR a ene Tasiolie 
Will put life | SutChuterMnizOnér Neco 


- klepa arts 
S208 Woot Sed Street 


and laughs 
into any 
party. “For 
gay entertaining and good drink-| 
ing,’ some copywriter wrote 
cheerily, “serve the next round in 
these unique, singularly - shaped, 
22k gold-trimmed glasses.” 

As you may see from the cut, 
these are known as “tired glass-| 
ware,” and not without cause. We 
only hope that the host has the 
dispirited spirits, the sodden soda, 
the defeated canapes and _ the) 
weary coasters to make his party | 
a gay, mad, hilarious thing. 


Escort 

For a long time we’ve known)! 
that women actually buy men’s | 
clothes, and are responsible for 


lovely” style. Sample gushes: 
“People go to the movies for 
two reasons...to see the picture 


‘and to see the star. I went to see | 


‘Intermezzo’ for three reasons... 
I wanted to see if you knew how 
to dress the part you had to play. 


could, to find fault with your 
clothes! But I couldn’t!” 

We'll skip a bit and then “If 
I had to dress you for ‘Intermezzo,’ 


\there isn’t a detail of your ward- 
‘robe that I’d change. Everything 


you wear is so natural, so simple, 
so becoming, so Ingrid, so Berg- 


|man (italics so ours), so impec- 


cably au fait (italics so hers)! 
How well you know when to 
leave well enough alone! 


“I said to myself when I saw | 


you: Not every woman can be a 
Bergman, but by 
simple magic of simple clothes, 
every woman in her own orbit can 
be a star!” 

And, apparently in a swoon of 


gratitude, she thanked Miss Berg- 


man and David O. Selznick—in 
the name of Harrisburg — for 


\“bringing a great picture and a 
‘great artist to the State Capital 


of Pennsylvania.” 

Along with Miss Sachs, we re- 
member “Intermezzo” kindly, not 
only for Ingrid Bergman, but for 
the late Leslie Howard, and for 


lone of the best background scores 


we can recall. 
But this idolatrous ad (and don’t 
you suspect a little Selznick in the 


'Hollywoodpile?) would nearly 
‘convince us that the script has 
'been revised. 


Jottings 
Odd releases we’ve known sec- 


invoking the’ 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agenc 
executive writing on his business 
letterhead. Address ADVERTISING 
AGE, 100 E. Ohio St., Chicago 1}. 


No. 2921. Salisbury, N. C., 1st in 
Per Capita Retail Sales. 


The Evening Post, Salisbury, 
N. C., has issued this survey of 
570 families, which indicates 
brand preferences of products 
used and gauges the trend of 
product purchasing during the 
year. The study was conducted 
through the public school systems 
of Salisbury and adjoining mu- 
nicipalities. 

No. 2922. From Plans to Profits. 

Chain Store Age has issued this 
folder outlining the prospects for 
store construction and moderniza- 
tion and showing how to get a 
share of this market through the 
1948 Store Equipment and Con- 
| struction Catalog Directory. 


|No. 2923. Sports Afield Auto 
Survey. 


This reader preference survey, 
issued by Sports Afield, covers 
|}auto makes, storage batteries, 
| Spark plugs, tires, piston rings and 
auto polish. The report was based 
on a 20% return to a mail ques- 
| tionnaire, and shows that 95% of 
jee publication’s readership owns 


'In other words, I wanted, if I| one or more cars. 


| No. 2924. “Top of the Market to 
You, Sir.” 

Who Harper’s Magazine readers 
/are, what they have, their buying 
| plans and travel habits are enum- 
erated in this report in which the 
magazine tells why its readers 
' constitute one of the country’s 
‘most influential groups. 


|No. 2925. The Private Lives of 
131,677 People You Should 
Know. 


A survey of reading habits of 
| Officials in the metalworking in- 
| dustry is reported in this booklet 
|issued by Machine and Tool Blue 
| Book. the 
| booklet says that 35% of the buy- 
(‘ers in metalworking plants re- 
ported that manufacturers’ sales- 
/men never refer to their com- 
| panies’ business paper advertising. 
_Another section indicates the type 
|of information buyers want and 
|do not want to see in advertising 


copy. 


| No. 2910. Buffalo and the 8 Coun- 
ties of Western New York. 
| Figures on population, retail 
| sales, retail outlets and farms are 
| Shown for each county and major 
|centers in each county in this new 
| four-color, 28-page booklet, issued 
by the Buffalo Courier-Express. 
'Also featured is material empha- 
| Sizing the importance of the mar- 


Among other facts, 


many a reject. But it took Briggs, | tion: “While the rest of the coun-|ket and its postwar growth. 


in 


an uptown New York haberdasher, 


have usurped prerogatives. 

A Briggs ad says when a woman 
doesn’t like a man’s hat, he either 
brings it back or hides it in the 
closet. And the clothier suggests 
that men bring their wives with 
them and get the boss’s okay on 
the spot. 


Aw, C’mon, Mary 

Down in Harrisburg Peeaye 
there’s a dress shop run by Mary | 
Sachs. Mary Sachs went to see! 
Ingrid Bergman in “Intermezzo,” | 
and came away to bare her re- 
actions in an ad. They were per- 
fectly bare-able reactions, couched 
the choicest “o, modom, it’s | 


try 


celebrates Columbus 


pliances and housewares, marks 
the 50th anniversary of its Food 
Chopper line.” . . 

And in Elizabeth, N. J., one 
Frank Thrall, president of the 
Union County Kennel Club, sug- 
gested that the club’s members re- 
frain from feeding their pets meat 
one day a week. Equality of sac- 
rifice, that’s the thing. . . 

And from Collier’s Pacific Mills 
ad, “At last I can wash a wool 
shirt; it’s Pacifixed*.” If not paci- 
fied... 

And there’s a paper in Mexico 
City called Manana, which re- 
cently boosted its rates to $16.80 
Mex per inch R.O.P... 


Day, | 
to reveal how thoroughly women | Landers, Frary & Clark, 105 year | No. 
‘old manufacturer of electric ap-| 


! 


2911. The Newspapers in 
Winston-Salem. 


| Piedmont Publishing Company, 
Winston-Salem, N. C., publisher 
of the Winston-Salem Journal 
and Twin City Sentinel, has is- 
‘sued this data booklet, which 
covers in detail the story of the 
newspapers — history, ownership, 
policies and facilities; editorial 
handling; readership; advertising 
rates and mechanical require- 
ments; circulation and market. 


No. 2892. Young America Films 
Catalog. 


Young America Films, Inc., has 
issued this list of its teaching films 
and slidefilms, with a review of 
each one. 


! 


i 2 ! ’ 12 . Advertising Age, November 10, 1947 
— | roy pi = 
oy i | = - s D ae Se & 7 = 
a Ms pee Advertisers, 
ze i ‘ Oo < ) —<m“ “as ‘ : be 
Me Bs i | r / / gst | 
) ~~ [ ore ao | 
— FLQSN SY = 4 ee | 
het F y h\\ ’ XS = | 
oe a bs 7 LD 
a ae) —_—— 
if Wan, oH ; 
ee pi | 5 SBA lpr 
oe ‘a = cD S R 
mq 3 ‘ E j \ — / 
| ee | ' N'\ 
. Th 
ee | 
7 4 4 ee UE 
; ) = 2 on lcmabad ce oC Ef ALAS s oe ae g 
— re 
. mal | ; 
7 ee 
= a po 
xe cuswae 
‘ 
¥ | ee 
_ ss, 
> 
| 
— 
— 
— ee 
— 
| 
a 
— po _ a C 
; ‘ i} 


may be 
mn com- 
hrough 
ationa] 


agency 
jusiness 
RTISING 
ago 11. 


» [st in 
$. 

lisbury, 
‘vey of 
cates 
roducts 
end of 
ig the 
iducted 
systems 
ig mu- 


rofits. 

ied this 
cts for 
erniza- 
. get a 
igh the 
1 Con- 


| Auto 


survey, 
overs 
itteries, 
1gs and 
s based 
1 ques- 
95% of 
p owns 


rket to 


readers 
buying 
enum- 
ich the 
readers 
untry’s 


ives of 
Should 


bits of 
ing in- 
booklet 
ol Blue 
ts, the 
le buy- 
its re- 
' sales- 
r com- 
rtising. 
he type 
nt and 
ertising 


; Coun- 
ork. 
retail 
ms are 
| major 
lis new 
, issued 
xepress. 
empha- 
e mar- 


mpany, 
iblisher 
Journal 
has is- 
which 
of the 
ership, 
ditoria! 
ertising 
equire- 
‘ket. 


. Films 


ac., has 
ig films 
riew of 


CIRCULATION: 


BUSINESS 
CAN’T 
THRIVE 

ON 
OUT-OF-DATE 
*"FIGURES’’ 


You need today’s facts 


and figures on Philadelphia— 
America’s 3rd Market 


Methods of marketing as well as 
manufacture change mighty fast these 
days. Swiftly-shifting conditions demand 
it. In Philadelphia, there’s been a 
marked variation in the newspaper 
picture. Today THE INQUIRER stands 
first in advertising linage . . . is the 
primary force in PRODUCTIVITY and 


at an all-time high in circulation. 
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Philip J. Kelly 
Named Ad Head of 
Nat'l Distillers 


New YorK—Philip J. Kelly, 
vice-president of Lennen & 
Mitchell, will become advertising 
and sales promotion director of 
National Distillers Products Cor- 
poration on Nov. 
10. 

Mr. Kelly will 


_ing, and previously was product 
|manager of Colgate-Palmolive- 
Peet Company and advertising 
manager of B. F. Goodrich Com- 


‘pany. 


Publications Merge 

H. J. Keenan, editor and adver- 
tising manager of the Quebec 
Miner, Toronto, has announced 
that he has purchased Financial 
Digest and will publish under the 
title of The Mining & Financial 
| Digest. 


WHPE Names Messervey 


Station WHPE, High Point, 
N. C., has appointed Chester Mes- 
servey, formerly of WBZ, Boston, 
as commercial manager. WHPE 
is the new station of the High 
Point Enterprise. 


Heads Norge Sales 


Paul N. Berner has been named 
manager of home laundry equip- 
ment sales for the Norge division 
of ‘eae! Corporation, De- 
troit. 


Advertising Age, November 10, 1947 


Join Gray & Rogers 


Russ Davis, free-lance magazine 
writer and former editor, and Eric 
J. Cudd, formerly public relations 
director of Public Relations Re- 
search Service, Pittsburgh, have 
joined the public relations depart- 
ment of Gray & Rogers, Phila- 
delphia agency. 


Rourke, Day Unite 


Jack Rourke Productions, Holly- 
wood, and Gordon M. Day Adver- 
tising Service, New York, have 


adopted a policy of mutual repre. 
sentation in servicing their clients. 
The Day organization will repre. 
sent Rourke in the East while Mr. 
Rourke’s company will handle the 
Day productions and musical com- 
mercials in the West. 


Cline Incorporates 


Cline Advertising Service, 
Boise, Ida., founded in 1933 by 
Win Cline, who died last April, 
has been incorporated, with John 
F. Greenlee, long manager of the 
agency, as president. 


’ 


succeed L. M. 


Hickson, Nation- 
al’s general ad- 
vertising mana- 
ger for the past 
10 years, who is 
retiring and mov- 
ing to California 
because of ill 
health. He will 
report directly to 
Seton Porter, president, in direct- | 
ing the operations of National’s | 
$7,000,000-a-year account. 

Active in sales and advertising | 
for 25 years, Mr. Kelly formerly | 
was vice-president and general | 
sales manager of Carstairs Distill- | 


| 
| 


Philip J. Kelly 


| 
| 
| 


— what advertisers 
get in The Wall Street 
Journal every _ business 
day. Sure, positive contact 
with the key executives of 
industry and commerce on 
the job where your prod- 
ucts are bought. 


125,776 of its readers are 
Owners, Partners, Presi- 
dents, Department Heads, 
and Corporation Officers in 
every field and occupation 
—your best prospects. 
They read The Wall Street 
Journal thoroughly (aver- 
age reader traffic 75.6% 
per page). They consider 
it essential (almost 80% 
renew every year). You 
need them — The Wall 
Street Journal has them. 
They're a powerhouse of 
influence! 


For effective selling to 
business and industry, be 
sure to head your list with 
this, the Only National 
Business Daily. With cir- 
culation exceeding 114,000 
it gives you more decision 
makers per advertising 
dollar than any other pub- 
lication. 


et: ew York 4,N.Y. 


a4 troed Stre 


OW do 
uying 
WaVES 
start? 


Anybody who has served his apprenticeship in 
selling knows one thing for sure—you can’t sell every- 
body at once. 


First you sell a few. And, once these few start using 
your product, others follow—and so the buying wave 
spreads. 


W ho are these first few—and why do they buy? 


You'll find they're not necessarily the wealthy. Not 
necessarily the people who live where retail sales are 
highest. Not necessarily the young and more ven- 
turesome. 


One thing you will find—they’re the intellectually 
curious. They're the people who want to know—and 
who. because they want to know, can more easily be 
induced to want to buy. 


They're the kind of people who are just naturally 
attracted to a magazine like SCIENCE J/lustrated. 


The radio industry was a piece of galena, a cat’s whisker and a coil 
of copper wire long before it became a console. Nevertheless, it was 
the folks who bought the crystals, the bus wire and the bakelite 
panels that helped give the country radio. 


Without them, SCIENCE Illustrated could hardly 
have reached almost a half million circulation in 18 
months of existence—with 2.6 readers per copy bring: 
ing its total readers to well over a million. 


Take a look at the latest issue of SCIENCE JIlus- 
trated, now on the newsstands. You'll find it editorially 
bright and sparkling—yet hardly the kind of maga- 
zine one turns to for escape or amusement. The people 
who buy and read SCIENCE Illustrated buy it and 
read it for the information it brings them. 


In SCIENCE Illustrated, an advertiser has an un- 
paralleled opportunity to tell a full and factual stor) 
about his produet—to people who “eat up” infor- 
mation and who, in turn, pass it along to the millions 
of others they meet in their daily contacts. 


If you’d like to start a buying wave for your prod- 
uct, start thinking of SCIENCE Illustrated. Take 
home a copy tonight and see why it gets more readers 


with every issue! 
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Advertising Age, 


More Competitive 
Buying Is Ahead, — 
CBS Men Warned — 


DaLLAs—Managers of 11 south- 
western radio stations meeting 
here heard a forecast of increas- 
ingly competitive buying of radio 
values by advertisers in the year 
ahead. 

Charles E. Midgley Jr., manager 


Vovember LU, 194 


of sales and service of the Co- 


—_— 


lumbia Broadcasting System, New 
York, told the group that “Adver- 
tisers are now looking for a com- 
bination of both network (and/or 
station) and program which will 
produce for them the lowest cost 
per thousand listeners.” 

Mr. Midgley was one of four 
CBS executives attending the 
two-day conference, Oct. 29-30, 
with affiliates comprising the net- 
work’s eighth district. Other CBS 
spokesmen were H. V. Akerberg, 
vice-president in charge of sta- 


tion relations; William B. Lodge, | contest, in which leading con- 
director of general engineering, | temporary artists participated, was 
and Frank K. White, vice-presi-| initiated by the advisory commit- 
dent and treasurer and a director | ¢¢,°f the arts bureau of Gartner 
of CBS '& Bender. 


Shows Winning Art 

A traveling exhibition of prize- 
winning greeting card art will be 
made available to art schools and 
art museums at the beginning of 
next year by Gartner & Bender, 
Inc., Chicago, publisher of the 
Golden Bell line of cards. 


Barron’s, New York, national 
business and finanical weekly, has 
transferred George Radding from 
the national advertising staff to 
midwest advertising representa- 
tive. He will make his headquar- 
ters in the Murphy building, De- 
The | troit. 


! 


Running an obstacle course to prove they could handle a horseless 
carriage was the least of the obstacles that early car owners faced. 
Yet it was their curiosity and willingness to try new products that 
got the giant automobile industry under way. 


PHOTOGRAPHS FROM BROWN BROTHERS 


ibis ee PE aS DR ROE REDE LEM 


For the first ten years of the mechanical refrigerator— 1910 to 1920 
—only 10,000 were sold. It was the 10,000 families venturesome 
enough to try this new-fangled gadget, however, that gave the 
mechanical refrigerator industry its start. 


A QUICK SUMMARY OF FACTS 


TOTAL CIRCULATION: 490,000 


GUARANTEED: 400,000 
READERS PER COPY: 2.6 


TOTAL MONTHLY AUDIENCE: 


1,000,000 plus 
VEWSSTAND: 35% 


HOME-OW NERS: 58% 


READERSHIP BY SEX: 
62% men—38% women 


COLLEGE EDUCATED: 52% 


LIFE INSURANCE OWNERS: 91G& 


(Against a national average of 50G%) 


A McGraw-Hill Publication 


Scien 


* tlustrated * 


CIRCULATION—SOON OVER 500,000! 


On Sale Now At All 
Newsstands 25¢ 


av 


| ‘Barron's’ Moves Radding| 


Ohio's 
ONE «ONE 


There is ONE news- 
paper in ONE of 
Ohio's most profit- 
able markets that 
does a maximum job 
of ‘selling for its ad- 
vertisers. This news- 
paper is the ONLY 
newspaper that com- 
pletely covers this rich 
Market, and best of 
all it's economical to 
use. 


The Market is the 
Compact Akron Re- 
tail Trading Area with 
total 1946 retail sales 
in excess of $350,000,- 
000.00, according to 
Sales Management's 
Survey of Buying 
Power. 


To secure your right- 
ful share of sales from 
this rich Area you 
need ONLY use 
Akron's only daily and 
Sunday Newspaper, 
The Beacon Journal. 


Tell your Sales 

Story to ALL 

the Buyers in the 
free-spending 


AKRON 
MARKET 


| | 
JOHN S. KNIGHT | 
PUBLISHER | 


Represented by: 


STORY, BROOKS & FINLEY 
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To Carry Advertising 


Progressive Citizen, New York, 
monthly publication of the Pro- 
gressive Citizens of America, will 
carry advertising, effective with 
the December, 1947, issue, at 30 
cents per line and $300 per black- 
and-white page. The publication, 
newspaper tabloid size with a na- 
tional circulation of 65,000, has ap- 
pointed Trade Union Advertising, 
New York, as advertising repre- 
sentative. 


Starkman Joins Fox 
Harriet Starkman, formerly on 
the creative staff of M. Evans 
Richmond Advertising Agency and 
S. J. Lichtman, Baltimore, has 
joined the Fox Agency, Baltimore. 


FRE Increase reader- 

ship of your ads 
with LIF E-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
proofs No. 108. No obliga- 
tions. EYE*CATCHERS, 
10 E. 38 St., N. ¥. C. 16, 


Broughton Sees 
Top Management 
Replacing PR Men 


Boston — Although he  ac- | 
claimed “the rapid development of | 


accepted professional status a 
business, industry, education and 
government (as) one of the truly 
significant social phenomena of 
our time,” Averell Broughton, New 
York management counsel, pre- 
dicted that this same acceptability 
may spell the demise of public re- 
lations firms. 


| 


the art of public relations to an} 


top management counsel, and for 
technical experts in the various 
fields of communication or influ- 
ence, such as the newspaper, radio 
and government. But as the staffs 
of all types of organization are 
indoctrinated, he said, “they will 
perform more of these functions 
for themselves,” although he ad- 
mitted that “the multiplication of 
such activities may actually call 
for an enduring profession special- 
izing in these fields on a profes- 
sional basis.” 


Appoints Liggett 
Robert B. Liggett, former na- 


Speaking recently before the 
/second session of the newly or- 
ganized public relations school of 
Boston University, Mr. Broughton 
explained that “as the doctrines 


become increasingly the function 
of top management... (thereby) 


are accepted, public relations will | 


tional advertising manager of the 
| St. Paul Dispatch and Pioneer 
Press, has been appointed man- 
ager of the new Minneapolis office 
of Ridder-Johns, Inc., publishers’ 
representative. 


‘Buckley Made Chairman 


John R. Buckley, business man- 


public relations people will do 
themselves out of a job.” 

Mr. Broughton believes there 
will always be a place for a few 


ager of Good Housekeeping, has 
been appointed chairman of the 
1947 jury of the Annual Adver- 
| tising Awards. 


The Only Magazine 


edited for and circulated 
exclusively to top office 
management executives of the 
nation’s largest business and 

| industrial organizations | 


reece 


+ 


Now a Member of the 
Audit Bureau of Circulations 


In keeping with the rapid progress of this publication, and reflecting its 
genuine service to the industry 


OFFICE MANAGEMENT AND EQUIPMENT 


has been elected to membership in the AUDIT BUREAU OF CIRCULA- 
TIONS and the ASSOCIATED BUSINESS PAPERS 


This is the ONLY Paid circu- 
lation, offering thorough cov- 
erage of the nation’s top office 


management executives — 


5,062 PAID SUBSCRIBERS 


(7,916 Total Circulation) ABC—June 1947 Audit Report 


If you have a story to tell or 
something to sell—tell it and 
sell it through the pages of the 
office executive's own maga- 
zine: to the treasurers, control- 
lers, office managers and pur- 


chasing agents. 


These are the men who are 


responsible 
ment, perso 


agencies, 
bureaus. 


for office manage- 
nnel and purchas- 


ing in the offices of the nation’s 
largest industrial and com- 
mercial organizations, in edu- 
cational and governmental 


associations and 


Write for Rate Card. 


OFFICE MANAGEMENT and EQUIPMENT 


260 FIFTH AVENUE 


NEW YORK 1, N.Y. 


GEYER PUBLICATIONS—Publishers Since 1877 Also Publishers of: GEYER’S 


TOPICS, 


The GIFT AND ART BUYER, SPORTS AGE and TRADE DIRECTORIES. 


A new account for Richard C. Coblens, account exec. with BBDO, 
New York, is Richard Jr., his third child, born Oct. 20... And John 
Mather Lupton agency V. P. John Regan is father of a daughter, 
Eve, born on Oct. 15... 

Frank R. Steel, account executive of Presba, Fellers & Presba, 
Chicago, has taken on an extra job as fresh water fishing editor 


of Outdoorsman. He’s the author of a couple of books and holds 
several records—one, for an 83-pound Chinook salmon he caught 
in Oregon’s famed Umpqua. . . Another Chicago fisherman, Joe 
Godfrey Jr., western mgr. of the Open Road Publishing Co., was 
beaten by Ted Williams of the Boston Red Sox, during a muskie 
trip in Wisconsin. They caught five keeper muskies between them 
—Ted, 3 and Joe, 2... 

Roland Ladreyt, nat’l ad mgr. of the Times-Picayune and New 
Orleans States, and Henry Jann of Jann & Kelley, the pa- 
pers’ national representative, followed up their Detroit boiled 
shrimp party with a second, held in Chicago Oct. 24. Those in the 
know say this old New Orleans dish is something to talk about. . . 

Gloria Wakefield, a 
new member of the 
promotion dept. of 
Station KRNT, Des 
Moines, was married 
Nov. 9 to Jim Charl- 
ton, early-morning 
newscaster at WHO. 
. . Nestor B. Betzold, 
gen’! sales and ad 
mgr. of the Durkee 
ened é a Famous Foods divi- 

a eee sion of the Glidden 

; ; Co., has been awarded 
a gold watch in hon- 
or of his 25 years’ 
service with the 
Cleveland com- 
pany. . 

Owens-Illinois 
Glass Company’s 
highest service 
award, a_ gold pin 
set with diamonds, 
has been given (one 
each, that is) to Col. 
Evan E. Kimble, 
founder of Kimble 
Glass Co., and Eugene 
L. R. Laning, treas. since 1924, in recognition of their 50 years’ 
service. Both are still active in the company. . . 

All his life he’s wanted to run a restaurant, says Walt Schwim- 
mer of Schwimmer & Scott ad agency, Chicago, in explaining how 
he happens to own an interest in London House, eatery in the 360 
N. Michigan building. . . 

Tres Goetting of Alfred Colle Co., Minneapolis agency, has let 
himself in for some more work with his election as exec. sec’y of the 
Minneapolis Aquatennial Association, in addition to his posts as 
sec’y of the Twin City Advertisers Association and board member 
of the Junior Chamber of Commerce... 

It was the invitation of Thad Holt, gen’| mgr. of WAPI, Birming- 
ham, Ala., that brought Robert Reed of the British Broadcasting 
Corp. to speak before the Kiwanis Club in Birmingham not long 
ago. Mr. Holt and the BBC executive have worked together on 
two-way broadcasts between their respective Birminghams.. . 

A buffet supper at which United Nations representatives from 
Denmark, Sweden, Norway and the Netherlands were guest speak- 
ers, launched the third annual campaign for the World Christmas 
Festival Gifts for Children. Ellis A. Gimbel, president of Gimbel 
Bros., Philadelphia, was host at the supper, held in the Gimbel 
store... 

J. D. Ferguson, pres. and editor of the Milwaukee Journal, is re- 
covering from a major operation performed at Mayo Brothers 
hospital, Rochester, Minn. . . Victor F. Lawrence, of Klau-Van- 
Pietersom-Dunlap Associates, Milwaukee, has been elected chair- 
man of the 7th District of the Public Utilities Advertising Associa- 
tiGh. .!. 

Joe Russakoff, head of Vanguard Advertising, New York, threw 
a cocktail party to celebrate his 10 years’ relationship with the 
AFA. . . ABC President Mark Woods is also president of the re- 
cently organized Radio Pioneers, composed of members with 20 
years or more of the radio industry under their belts. A proposed 
draft of a constitution and by-laws will be submitted by the club 
for approval of members of the original Twenty Year Club... 

John Marshall College, Jersey City, awarded the honorary de- 
gree of Doctor of Laws to Richard P. Ettinger, co-founder and 
president of Prentice-Hall, Inc.. New York, on Oct. 26 at the 
school’s 19th commencement exercises. . . 

New York Sun executives honored Edwin S. Friendly, vice-presi- 
dent and general manager of the paper, at a dinner held Oct. 22 
on the occasion of his 25th anniversary with the Sun. Mr. Friendly 
was presented a framed parchment scroll and a silver cigaret box 
bearing the Sun’s logotype and signatures of his associate execu- 
aaa 

Rugged is the word for Al Falk, AFA research director, w)0 
swims each Sunday, with the exception of the summer season, '0 
the Atlantic—and walks eight miles from his home to Jones Beac®, 


IN PARIS—Atherton Pettingell (left), president of 
Dorland, Inc., New York, and Jacques Hirsch, chief 
of Dorland's Paris branch, view the Champs 
Elysees from the balcony of the agency's office. 


Long Island, to take his weekly dip. Must be invigorating— 
br-r-r-r. .. 
The Nov. 1 issue of The Saturday Evening Post contains an 


article about J. Warren Bowman, president of Bowman Gum, Inc., 
Philadelphia. . . Fishing and building his own home are among 
the hobbies of Marvin T. Arnsdorff Jr., new manager of gener@! 
advertising of Southern States Iron Roofing Company, Savannah. . - 

John W. Vandercook, former NBC commentator, who is currently 
making a lecture tour and writing a novel, and Iris Flynn, radio 
actress, bought a marriage license in New York on Oct. 29. They 
did not announce the wedding date... 


Hears: 
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DATA IN THE 1947 EDITION © 


The Advertising sears of America, Inc. 


Afro-American Newspape! 
Agricultural Leaders’ Digest 
Akron Beacon Journal 

Amarillo (Tex.) Times 
American Press Association 
The Associated Business Papers 
Atlanta Daily World 

Austin (Tex.) American 

Austin (Tex.) Statesman 
Baltimore News-Post and American 
The Baptist Standard 

The Beloit (Wis.) Daily News 
The Boston Globe 

Boston Herald-Traveler 

The Boston Fost 

Brooklyn Eagle 

California Eagle 

The Cattleman 

The Cedar Rapids Gazette 

The Charleston Evening Post 
Charleston News and Courier 
Chicago Bee 

Chicago Defender 

Chicago Downtown Shopping News 
Chicago Herald-American 
Chicago Tribune 

The Cincinnati Enquirer 

The Cincinnati Post 

Cleveland Call-Post 

Cleveland Shopping News 
Columbus Dispatch 

Corset & Underwear Review 
Crockery & Glass Journal 

The Dallas Times Herald 

The Des Moines Register and Tribune 
The Detroit News 


gineering 
rg (N. J.) Daily Journal 
Esq 
Fall, River (Mass.) Herald News 
The Farmer 
Fashion Accessories 
Florists’ Telegraph Delivery N 


ews 
The Fond du Lac (Wis.) Commonwealth 


Reporter 
The Fort Worth Star-Telegram 
Free & Peters, Inc. 
Furniture Age 
General Outdoor Advertising Co. 
Akron. Ohio 
Asheville, N. C. 
Atlanta, Ga. 
B'nghamton, N. Y. 
Brooklyn, N. Y. 
Cedar Rapids, Iowa 
Chicago 
Davenport, Towa 
Dayton, Ohio 
Decatur, Il. 
Denver, Colo. 
Duluth, Minn. 
Durham, N. C. 
East St. Louis, Ml. 
Harrisburg, Pa 
Hartford, Conn. 
Indianapolis, Ind. 
Kansas C'ty, Kan. 


Kansas City, Mo. 
Long Island District, | es 
Louisville, 


Manhattan & ‘Bronx, N. Y. 


Nashville, A 

New Orle 

Oklahoma, “City, Okla. 
Omaha, Nebr. 
Philadelphia, Pa. 
Raleigh, N. C. 
Richmond, Va. 
Roanoke, Va. 


St. Paul. Minn. 
Sioux City, Iowa 
South Bend, Ind. 
Utica. N. Y. 
Wash'ngton, D. C. 
Winston-Salem, N. C. 
Youngstown, Ohio 


Haire Publishing Company 
Hardware Age 

Harrisburg (Pa.) Evening News 
Harrisburg (Pa.) Patriot 

William R. Harshe Associates, Inc. 
Hearst Advertising Service 

Home Furnishings Merchandising 
Hospital Management 

House Furnishing Review 

The Houston Chronicle 


The Indianapolis News 

The Indianapolis Star 

Infants’ and Children’s Review 

Institutions Magazine and Institutions 
Catalog Directory 


KABC, San Antonio, Tex. 
KANS, Wichita, Kans. 


KCRG, Cedar Rapids, Iowa 
KDYL, Salt Lake — Utah 
Kelly-Smith Comp 

Kenosha (Wis) 1 eeaing News 
KFBI, Wichita, Kan. 

KFH, Wichita, Kan. 

KFIZ, Fond du Lac, Wis. 
KFJZ, Fort Worth, a Y 


KIRO, Seattle, Wash. 

KLX, Oakland, Cal. 

KMA, Shenandoah, Iowa 
KMBC, Kansas City, Mo. 
KNOW, Austin, Tex 

KOMA, Oklahoma City, Okla. 
KOY, Phoenix, Ariz, 

KRIS, Corpus Christi, Tex. 
KSO, Des Moines, Iowa 
KSTP, M'nneapolis-St. Paul, Minn. 
KTUL, Tulsa, Okla. 

KVOO, Tulsa, Okla. 

KXL, Oakland, Cal. 

KXYZ, Houston, 


Lafayette (Ind.) Journal and Courier 
Lawrence (Mass.) Eagle-Tribune 
Don Lee Broadcasting System 
Linens & Domestics 

Long Island Daily Press 

Long Island Star Journal 

Los Angeles Examiner 

Los Angeles Herald- Express 

Los Angeles Sentinel 

Loutsiana Weekly 

Louisville Defender 

Louisville Journal-Courier 

The Louisville Times 

Lubbock (Tex.) Avalanche-Journal 
Luggage & Leather Goods 

The Lynn (Mass.) Item 


Maine Broadcasting System 
Memphis World 

Michigan Chronicle 

Midwest Farm Paper Unit 


Minneapolis Star and Minneapolis Tribune 


Moline Dispatch 
Moose Magazine 
McClatchy Newspapers 


National Furniture Review 

National Jeweler 

National Transitads 

The Nebraska Farmer 

The Negro Press 

Newhouse Newspapers 

Newspaper Advertising Service, Inc. 
The New Haven Register 

New York Amsterdam News 

New York Journal-American 

New York Subways Adver, Co., Inc. 
Notion & Novelty Review 


Oakland Tribune 

Orlando Morning Sentinel 
The Orlando Star 

Orlando Sunday Sentinel-Star 


John H. Perry Radio Stations 
Petersburg (Va.) Progress-Index 
Philadelphia Evening Bulletin 
Photographic Trade News 
Pittsburgh Cour er 

The Pittsburgh Press 

The Port Arthur — 

The Prairie Farm 

The Providence Journal- Bulletin 


Radio Daily Annual 
Rock Island Argus 


St. Joseph News-Press 

San Antonio Evening News 
San Antonio Express 

The Schenectady Gazette 
Schenectady Union-Star 

The Scranton Times 

Scripnps- Howard Newspapers 
The Southwest Magazine Company 
Specialty Salesman Magazine 
Staten Island Advance 

The Sun Advertising Compuny 
Svracuse Herald American 
Syracuse Herald Journal 


Texas State Network, Ft. Worth. Tex 


WACO. Waco, Tex. 

Waco News-Tr'‘bune 

Waco Times- Herald 

Walker & Co., Detroit 
Wallace's Farmer 

Walther League Messenger 

Ww aonlngten Times-Herald 
WAVE, Louisville, Ky. 
WRNE, Beloit, Wis. 

WBNX Broadcasting Co., N. Y 
WCBM, Baltimore, Md. 
WCLO, Janesville, Wis. 
WCOA, Pensacola, Fla. 
WCSC, Charleston, S. C 
WCSH, Portland, Me. 

WDAY, Fargo, N. D. 

WDBJ, Roanoke, Va. 

WDBO, Orlando, Fla. 

WDLP, Panama City, Fla. 
Westchester County Publishers, Inc 
The Western Farm Life 
WFBL, Syracuse, } 

WFBR, Baltimore, Md. 
WFLA, Tampa, Fla. 

WHAM, Rochester, N. Y. 
WHAS. Louisville Ky. 
WHDH, Boston, Mass. 

WHO, Des Moines, Ia. 

WHP. Harrisburg, Pa. 
WIBW, Topeka, Kan. 

The Wichita Beacon 

Wichita Eagle 

Wilmington (N. C.) Star-News 
Winston-Salem ( 
WIOD, Miami, Fla. 

WIS, Columbia, 8. C. 
Wisconsin Agriculturist and Farmer 
WJHP, Jacksonville, Fla. 

WJIW. Cleveland, Ohio 
WLAW, Lawrence, Mass. 
WLBZ, Bangor, Maine 

WLS, Chicago, Il. 

WMBD, Peoria, III. 

WMBR, Jacksonville, Fla. 
WMC, Memphis, Tenn. 
WMUR, Manchester, N. H. 
WOW, Omaha, Nebr. 

WPRO, Providence, R. I. 


WRDO, Augusta, Me. 

WRR. Dallas, Tex. 

WSIX, Nashville, Tenn. 

WSIS, Winston- Salem, mm. €. 
WSYR, Syracuse, N. Y. 

WTMC, Ocala, Fla. 

WTRY, Albany, Troy, Schenectady, N 
WTAQ, Green Bay, Wis 

WTCN, St. Paul- Sitaneepelie, Minn 
WWNC, Asheville, N. C. 


The Yankee Network, Inc 
Youngstown (Ohio) Vindicator 


PUT IT IN YOUR 1948 BUDGET — FOR SURE! 


N. C.) Journal and Sentinel 


WHERE ADVERTISERS 


Sucking Enfermatim on Marka. 


MEET THE MEDIA | 


Vbwich Lowe Thuse Markel 


Advertising Age's Consumer Market Data Book is a file, where all pertinent data 
relating to a market are grouped together, and where factual information on the 
media serving those markets is in the same section. 


Consequently, when advertisers start looking for information about a market, 
they are necessarily confronted with the story of media which have filed data show- 
ing how they serve that market. 


This is the ideal advertising situation—reaching the prospect at a time when he 
is actively interested, and thinking about how to reach more people, effectively | 
and economically, in a specific market. 


It is a situation that occurs countless thousands of times during the year. For 
the Consumer Market Data Book is not rsad from cover to cover at any one time. | 


Nor is it read casually, with pages thumbed through idly in some moment of relax- | 
° 
ation. 


When the executives responsible for moving a company's goods to market pick | 
up the Consumer Market Data Book, they do so for a specific purpose. They want 
to know about the buying power, the purchasing habits, the transportation facili- 
ties, the number of radio homes, the number of homes with central heating plants 
burning oil, or some other equally specific thing. 


And of course they want to know about the media through which they can 
reach the people of a market efficiently and economically. 


In the Consumer Market Data Book they find the facts about both media and 
markets. It is distributed to every important source of national and regional ad- 
vertising—to all advertisers spending $25,000 a year or more, and to every adver- 
tising agency of consequence in the United States and Canada. As a result, 
through the established habit of use of the Consumer Market Data Book, and the 
complete distribution which it affords, you can keep your sales story before the 
biggest buyers of advertising in the country. | 


As the basic source of market information for more than 6,500 executives study- 
ing markets, the Consumer Market Data Book is a basic promotion medium for me- 


dia—a place where you can influence advertisers before their lists are made up 
and closed. 


Publication date, May, !948. First forms close March |, 


1948. Reserve your 
space now! 


SPACE RATES Discounts for Advertising Age advertisers 
Space Per Page Total Cost Following discounts are based on number of inser- 
8 pages $200.00 per page $1600.00 tions, minimum rate holder (10 column inches) size 
6 pages 225.00 per page 1350. or larger, under contract in Advertising Age to run 
4 pages 250.00 per page 1000. within cne year from date of first insertion. Dis- 
2 pages . counts apply to space only, not to color. 


275.00 per page 550.00 
| page ; 
/y page (Horizontal only) 

4 page (Horizontal only) 
Inserts—regular page rates apply 


52-time advertisers . 
26-time advertisers . 
13-time advertisers 


30% discount 
20% discount 
10% discount 
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Petro Workers 
| Told Ad Aims 
—and Results 


STAMFORD, CONN.—Small but 
. powerful ads—and plenty of them 
} » —spell job security, employes of 
* Petroleum Heat and Power Com- 

pany are reminded in a special 
= layout in the current issue of its 
Hi)’ employe publication, ‘‘Petro 
_ News.” 
a The advertising “story” is to be 
one of a company series, with 
others planned on the function of 
the salesman, the relationship of 
manufacturing efficiency to job se- 
curity, product development, mar- 
ket research and oil industry pub- 
lic relations. 

Petro’s account of its national ad 
program, now in full swing, pic- 
tures the covers of the national 
magazines it is using, including 
Better Homes & Gardens, The 
Saturday Evening Post, This Week 
Magazine and Time, and reprints a 
typical ad promoting the Petro oil 
burner. The company also manu- 


WE'VE broken the bot- 
tleneck. We're wide 
open! 


SPACE RESERVATIONS 

are pouring in. And 
why shouldn't they? After 
all, everyone wants a 
share of the fabulous 
Long Beach market; the 
second richest market in 
America’s third richest 


- county! | 
ve Look at a few | 
Comparisons: | 
City Retail Sales* 

Omoha $235,244,000 

Dayton 247,505,000 

Miami 255,244,000 

’ LONG BEACH. 315,622,000 


*All figures from Sales Management 


‘fas Press- 
Celegram— 


“The Preferred Paper of 
the Preferred Market.” 


} 
| 


ee ee eS ae ee 


| 
Represented nationally by 
Williams, Lawrence & Cresmer Co. | 


SLA ye icledae 


factures Petro automatic boilers 
and air conditioners, as well as 
fuel oils. 

“All of us in our organization 
have a personal stake in all Petro 
advertising,’ the accompanying 
copy points out to workers. “It 
reaches the buying power—and 
stimulates the buying desire—in 
more than 40,000,000 American 
homes. 

“Our advertising leads to sales | 
of Petro products. And sales are | 
what keeps our company in busi- | 


ness and able to offer employ- 
ment.” 


Business Paper to Bow 


Restaurant Equipment Dealer, a 
new business paper for equipment 
dealers, selling to hotels, restau- 
rants, industrial cafeterias, clubs, 
hospitals, schools and other mass 
feeding outlets, will be published 
early in 1948 by Ahrens Publish- 
ing Company, New York. Black 
and white advertising rate will 
range from $225 per page on a 
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one-time basis. Page size will be 


8%x11™% inches. 


Opens Record Library 


World Broadcasting System, 
Inc., New York, a subsidiary of 
Decca Records, Inc., has estab- 
lished a new transcribed feature 
library to provide stations with 
low cost name talent programs. 
The library, apart from the ex- 
isting World program service li- 
brary, will consist of over: 2,100 
individual selections and _ 1,800 
scripts. 


Elects Sinclair V.P. 


A. G. W. Sinclair, general sales 
manager of the Canadian products 
division of Johns-Manville Com- 
pany, Toronto, has been elected a 
vice-president and director. 


Appoints Roger Dunham 


Roger Dunham has resigned as 
a partner of Frederick Baker & 
Associates, Seattle, to become di- 
rector of public relations for the 
International Chiropractic As- 
sociation, Davenport, Ia. 


In retail sales... 


New Orleans is 


in wholesale sales 


first in the South 


Buying Power 


Buying power in New Orleans today is 
more than 22 times as great as it was 
5 years ago.” 


Income 


Effective income is higher than the 
United States average. In 1946, the na- 
tional index was 237. NEW ORLEANS 
INDEX WAS 264.* 


Retail Trade 


Retail trade in New Orleans area was 
20.3% above a year ago at end of first 
quarter of 1947. This increase is consid- 
erably greater than average gain of en- 
tire nation.** 


Industry 


New Orlecns has retained its wartime 
industrial growth and continues to grow. 
New Orleans now shows an index of 
167 as compared with 146 in 1945—and 
100 in 1939. More industrial workers are 
employed this year than last—35,000 
more than in 1940. 


South's first 


*Source: 


...and WWL is the 


greatest selling 


power in the 


city 
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SALES MANAGEMENT'S Survey of Buying Power, 1947 
Map shows rank in wholesale sales. 


Rank in retail sales: 


1. New Orleans 5. Louisville 8. Fort Worth 

2. Houston 6. Memphis 9. Oklohoma City 
3. Dallas 7. Birmingham 10. Jacksonville 
4. Atlante 

**Source: DUN'S STATISTICAL REVIEW. 
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Heads Yeast Sales 


Hugh L. King, who joined Red 
Star Yeast & Products Company, 
Milwaukee, a year ago, has been 
appointed general sales manager, 
to handle supervision of all sales 
activities of the yeast division. 


Joins Radio Sales 


Al Hunter, advertising manag- 
ey of J. K. Gill Company, Port- 
land, Ore., for the past year and 
qa half, has resigned to join Radio 
Sales, Inc., Seattle. 


Armour 48-Page 
Manual Runs in 
‘Chain Store Age’ 


Cuicaco—Armour & Co., after 
months of preparation, has run an 
advertisement in Chain Store Age’s 
November issue. The ad is not 
an ordinary one. 

It contains a whole merchandis- 
ing plan for retailers, covering 
every Armour product sold 


through grocery stores. And it is 
48 pages long. 

Called a “Retail Dealer Sales 
Manual,” 50,000 copies of it also 
have been prepared to send to 
grocers on request. The manual 
will be advertised in other grocery 
publications. 

A foreword by F. W. Specht, 
Armour president, asserts that the 


48-page manual is designed to help | 
grocers sell more meat, by showing | 


proper ways of displaying, buy- 
ing, pricing and selling various 


ma 


fresh and canned meats, dairy 
products, dog food and the like. 
The manual contains many il- 
| lustrations, charts and _ statistics 
showing change in demand for 
various products sold by Armour 
and other packers; up-to-date 
|methods of storing the foods on 
shelves or in refrigerated cabinets; 
methods of cutting fresh meats 
profitably, etc. Armour tells how 
it advertises each of the products, 
— its consumer — service 
| work, gives a page of cooking in- 


Full Color 24-Sheet Posters 


effectively sells its features 
tisers to the buying public. 
Orleans station offers such a 
merchandising program. 


Street 


, ttt 
LEN oe : 


Folks turn first to 


50,000 Watts - Clear Channel 


Represented Nationally by the Katz Agency, Inc. 


NEW ORLEANS a F 
VER , 


PARTMENT OF LOYOLA UNI 


CBS Affiliate 


WWL leads in promotion 
and merchandising, too! 


Using all forms of consumer media, WWL 


and its adver- 
No other New 
comprehensive 


Car Dash Posters 


The EDITORS Day 
MON. thru FRI-1}: ate 7 
BOND BREAD 
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formation for various, meat cuts, 
and covers other Armour services. 

Armour’s merchandising de- 
partment prepared the manual 
with the cooperation of Chain 
Store Age representatives. 


Hamilton Appoints Four 


Hamilton Mfg. Company, Two 
Rivers, Wis., has announced the 
following new appointments: Paul 
A. LaRoche, formerly Washington 
branch manager of ABC, sales di- 
rector of home appliance division; 
N. B. Wood, who developed a ma- 
terials control department, service 
manager; R. W. Brunsman, sales 
manager of the professional sales 
division, and R. G. Halvorsen, for- 
merly sales director of the surgical 
and laboratory divisions, sales 
manager of contract - distributor 
sales. 


| . 
Names Riordan Agency 
John H. Riordan Company, Los 
_Angeles, has been named to handle 
|the industrial advertising of Pa- 
cific Chemical Company, a di- 
| vision of American-Marietta Com- 
| pany. 


Planning| 
to Advertise | 
FOOD PRODUCTS 
to Clevelanders ? 


Take a tip from 


FISHER BROS. CO. 


| 
| 
| 
| (leading food chain that does 
_ 38% of the retail food busi- 
ness in the greater Cleveland 
| area). 


‘OSE Ceveland 
SHOPPING NEWS 


For 13 consecutive years 
_ Fisher's have placed the great- 
| est share of their advertising 
| in Shopping News. In 1946 
| this share was 141,414 lines 
or over 38% of the total 
linage placed. 
Make sure your media list 
includes Shopping News, the 
| newspaper that is read in a 
buying frame of mind by 
270,882 Cleveland women in 
the select areas. 


SHOPPING NEWS 


$309 HAMILTON — 
CLEVELAND 14, OHIC 


JAMES A. COVENEY COMPANY 


501 FIFTH AVE. - NEW YORK 17.NY. 
‘Chicees + Boston * St. Louis 
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‘Staff’ Directory 
to List Personnel 


The Business Paper Staff, pub- 
lished by Press Information, will 
be available shortly after Jan. 1, 
1948. The directory will list per- 
sonnel with their titles on the na- 
tion’s leading business, profes- 
sional and trade publications as 
well as a catalog of editorial fea- 
tures and departments of each 
publication. 

The annual subscription fee of 
$8.50 will include the yearly issue 
and a mid-year supplement. 

Press Information announces 
that the paper will be circulated 
to more than 4,000 space buyers, 
advertising and public relations 
executives and publicists. 

Three other directories, The 


431 S. Dearborn St., Chicago 5.1linois 


Radio-Tele Staff, The Newspaper 
Staff and The Consumer Magazine 


| Staff, are being prepared by Press 
|Information for 
New YorK—The first edition of | 


publication in 


1948. 


Litho Foundation 
Sets $150,000 Budget 


The board of directors of the 
Lithographic Technical Founda- 
tion has adopted a tentative 1948 
budget of $150,000, the same as 
for 1947, but intends to raise the 
group’s annual income to $175,000, 
if possible, so that the budget can 
be increased. 

The increase would be used par- 


ticularly for cooperative research | 


and education. Under arrange- 
ments with the Armour Research 
Foundation and Illinois Institute 
of Technology, the foundation has 
taken over maintenance and di- 
rection of its own research staff 
and facilities at Glessner House 
in Chicago. 


Names Hemming V.P. 

Dr. Albert Hemming, formerly 
medical director of Ciba Pharma- 
ceutical Products, Inc., Summit, 
N. J., has been named a vice- 
president of Lamb, Smith & Keen, 
Philadelphia. He will act as med- 
ical copy chief on the Ciba ac- 
count. 


Peak Ad Volume 
Likely for ‘47, 
Survey Reports 


Greater Expenses 
‘Squeeze’ Profit 
.Margins, However 
New York — Advertising ex- 
penditures in 1947 promise to sur- 


pass the 1946 total, with gains in- 
dicated for all media, Standard & 


|Poor’s Corporation predicts in its 
|latest survey of the printing and 
| publishing industry. 


Principal factors in the pro- 
spective peak in ad volume, the 
company says, “are the higher 
rates being charged for advertis- 
ing space in virtually all media, 
and relief from the paper short- 
ages that limited space during the 
war years.” 

Competition for consumer mar- 
kets is becoming more intense and 
many firms are considering bigger 


THE SILENT PARTNER 


OF 8,342" 


Mr. Henry M. Goodman, President, Henry M. Goodman Furniture Co., Chicago 


When reading REVIEW, Mr. Goodman is actually conferring with the 
acknowledged expert of the industry . . 
because it represents the collective thinking of all the outstanding retail 
furniture executives in the country. 
executives of furniture stores which do 85.4% of the total industry volume 
rely on REVIEW for sound interpretations of significant news and trends. 
Each month they go over its pages closely for new ideas to increase their 
sales and improve their operations. Because these readers consider RE- 
VIEW a personal counselor, it has an influence greater than any other 
publication serving the field. Wise advertisers capitalize on this influence 


by using REVIEW’s advertising pages consistently. 


FOR DETAILED 


' ENCE DATA 
“ai 


g Age’ 


vert 
CONSUMER 
MARKET 

DATA BOOK 


*ABC circulation 


PUBLISHED BY THE WATIONAL RETAIL FURNITURE 
666 LAKE SHORE DRIVE - 


ASSOCIATION - 


Dec. 31, 1946 statement 


. one that achieves its authority 


Like Mr. Goodman, 8,341* other 


BUY 


CHICAGO 11 


NATIONAL FURNITURE co 
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ad budgets for ’48 as a means of 
sustaining sales, Standard & Poor’s 
reports. “Although appropriations 
formerly were cut fairly promptly 
as business fell off,” it says, “it is 
quite likely that, with expendi- 
tures of many companies in the 
durable consumer goods indus- 
tries still below normal, advertis- 
ing will remain large for some 
months. Even though aggregate 
physical volume were to drop off, 
the higher rates now in effect, 
plus the additional boosts likely in 
1948, suggest continued large 
revenues.” 


Women’s Magazines Off 


The analysis credits greater dis- 
crimination in the selection of 
media with a 24% decline in ad- 
vertising linage among women’s 
magazines, and a nominal dip in 
the general group, for the 10 
months ended Oct. 31. Linage in 
the weekly group rose 2% in the 
same period. 

Profit margins generally “have 
been squeezed in recent months by 
the sharp rise in paper costs, as 
well as increases in wages and in 
transportation and promotional 
expenses,” the survey rfotes. ‘“Gen- 
eral adoption of higher prices and 
rates would come too late in the 
year to materially affect the ex- 
pectation of a moderate decline in 
1947 earnings of most publishers,” 
it adds, “but prospects for early 
1948, currently viewed as satis- 
factory, would be enhanced. Con- 
trary to the industry trend, sub- 
.stantially larger 1947 profits are 
indicated for Curtis and Time, be- 
cause of absence of the extraordi- 
nary expenses of 1946.” 


Radio Revenue Increases 


Commercial radio billings now 
are larger than in 1946, rates are 
higher, and full-year 1947 reve- 
nues from time sales probably 
will increase, the study reports. 
It warns, however, that a much 
more marked rise in costs is nar- 
rowing margins. “While leading 
networks are striving to econo- 
mize, savings are unlikely to do 
more than check the decline in 
profit margins, since no reversal 
of the cost spiral is in sight,” it 
concludes. 

Favorable profits of Columbia’s 
record subsidiary will hold earn- 
ings for ’47 and early ’48 close to 
those of 1946, but “the outlook 
beyond is obscured by the threat- 
ened ban on record manufacturing 
by Mr. Petrillo.” 


Printing equipment manufac. 
turers are enjoying highly favor- 
able sales and earnings, the com- 
pany reports, and prospects for 
printers and printing ink concerns 
are good. 


MEREDITH REPORTS 
NEW REVENUE PEAK 

Des Mornes—In the best year 
in its history, Meredith Publishing 
Company reported total revenue 
for the year ending June 30 at 
$17,333,040, an increase of $6,- 
268,808 over the preceding 12- 
month period. Net earnings almost 
doubled, rising from $1,469,645 to 
$2,814,011. 

Revenue for the year included 
$12,339,718 from the sale of ad 
space in Better Homes & Gardens 
and Successful Farming, $3,635,- 
831 in circulation revenue, $1,- 
302,573 in editorial sales and $54,- 
916 in miscellaneous revenue, 
Successful Farming’s advertising 
revenue jumped 20%, while Bet- 
ter Homes & Gardens posted a 
59% gain. Subscription and single 
copy prices of both publications 
were advanced during the year, 
but Meredith reported a continu- 
ing backlog of subscriptions for 
both. 

Editorial sales revenue, hitting 
an all-time high for the year, cov- 
ers books, home plans, booklets 
and leaflets published by Mere- 
dith, including a cook book which 
has sold more than _ 2,500,000 
copies since its first printing in 
1931, and a baby book, first issued 
in 1943 during the wartime short- 
age of doctors, which has sold 
more than 500,000 copies. Sales 
of this department are handled 
through newsstands, book and de- 
partment stores, infants’ wear 
shops and direct from: the com- 
pany itself. 


NAB Women Pick Boston 


The First District of the Asso- 
ciation of Women Broadcasters of 
the National Association of Broad- 
casters has selected Boston as its 
permanent convention city. The 
next annual meeting will be held 
in May, 1948. 


Dairy Unit Names Deery 


Jean Deery has been appointed 
program activities representative 
in the New York regional head- 
quarters of the National Dairy 
Council. She succeeds Marcella 
Beffa, who has become a dietitian 
in the hospital attached to the 
University of Beirut, Lebanon. 


Presentin go! 


‘Ohio Building, Pearl Street 


MULTI- 
MOVING LITE 


Entirely new electric display with action . . . animated 
scintillating motion — yet requires no motors — no 
gears — no moving parts! 


We invite you to our 


Demonstration — Display 
in your city on these dates: 


CITY DATES HOTEL 

Detroit Nov. 10, 11, 12 Statler 

New York Nov. 17, 18, 19, 20 McAlpin 
Philadelphia Nov. 24, 25, 26 Bellvue-Stratford 
Pittsburgh Nov. 28, 29, 30 William Penn 
Chicago Dec. 1, 2, 3, 4 Palmer House 
St. Louis Dec. 8, 9, 10 Statler 


THE SHOW 
OF THE YEAR! 


COLOR 


| 
OHIO ADVERTISING DISPLAY CO. 


Cincinnati 2, Ohio 
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SCR Rea ce ae 


Appoints Roush Agency 
L. W. Roush Company, Louis- 
ville, has been appointed to handle 
the advertising of Puritan Cord- 
age Mills, Louisville and Athens, 


ator of resort hotels in Florida 
in the Adirondacks, have 
placed their advertising with Ellis ; 
Advertising Company, New York.| Pointed vice-president and gen- 

ae: Ana eral manager of 


and 


| Foundati 
Ga., maker of sash cord and other Proctor Appoints Lawes j}.- 5 ner nh ng 


cordage products, effective Jan. 1. 


Business papers and direct mail|cently retired from the U. 
Army, has been appointed to the 
— ay eg post of special as- 

. sistant to the president of Proctor Lindsa Advertisin Agency, 
Two Name Ellis Agency Electric Company, Phansaeehin |Seon ~ Conn., ge 
Altshul, Stern & Co., manufac-|He will serve in all phases of |named to direct the advertising of 
turer of Glamour Girl handker-| public relations and personnel|/S & L Arms, New Haven manu- 
chiefs, and Sekon Hotels, oper-| management. : : 


will be used. 


Brig. Gen. H. Joseph Lawes, re- 
Ss 


‘Named WKBW Manager |2"5. rifles, etc., and Phil Joly 
Arthur Simon has been ap- 


Buffalo, which 
/has acquired the license of Station 
|WKBW for $515,000. 


—_— 
Name Lindsay Agency 


21 


| Engineering, Montreal, Canadian 
|agent for distributing both Ameri- bo! 
can and Canadian products. 


Broadcasting 


to Chicago conventions. Simply send i 
blowups, photos, etc., by mail. We will | 
mount, cut out, etc., and install complete 
display in your booth within 24 to 36 hrs. 


Fred Mees, Bindery, S3X:.S2A75 St- 


'facturer of accessories for hand | 


PRIZEWINNER — K. B. Elliott, vice- 

president in charge of sales, shows Paul 

Hoffman, Studebaker president, the 

portfolio of direct mail pieces that won 

Studebaker a best of industry award in 

the Direct Mail Advertising Associa- 
tion's annual competition. 


Automatic Hot 
Coffee Vender 
Bows in Detroit 


Detro1t—The quickest way to 
a newspaperman’s heart is through 
the coffee pot. The nickel-a-cup 
kind. 

Rudd-Melikian, Inc., Philadel- 
phia, used that premise as a 
wedge to introduce “the first auto- 
matic hot coffee vender” to the 
press. City, society and_ sports 
departments of Detroit’s three 
dailies were flooded with free 
ducats entitling the bearer to 
sample cups of the machine-made | 
black brew. 

The machine, known as the 
“Kwik-Kafe,”’ stands six feet 
high and occupies approximately 
two by three feet of floor space. 
Cream and coffee concentrates are 
kept under refrigeration. Push 
buttons control the mixture of 
cream and sugar and adjustable | 
valves enable blending of the in- 
gredients to suit the taste of the 
greatest number of users where 
the machine is installed. About 
400 servings of coffee can be made 
with one servicing of the ma- 
chine. 

Company spokesmen said ma- 
chines already installed indicate 
a wide demand, “particularly in 
factories where management has 
had to prepare and distribute 
coffee to personnel as an anti- 
fatigue measure.” 


Nabisco Names McCann 


McCann-Erickson, New York, 
which has been handling the na- 
tional advertising for National Bis- 
cuit Company, also has_ been 
named to direct all local Pacific | 
Coast advertising for the com- 
pany, effective Jan. 1. 


Appoints Chenoweth 


David M. Chenoweth, formerly 
with Pepsi-Cola Company of Can- | 
ada Ltd., has been appointed as- | 
sistant general sales manager of | 
Building Products Ltd., Montreal. 


—_ 
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A BOOK 

EVERY 
ADVERTISING 
MAN 

SHOULD HAVE 


... send now for your copy of this 


72 pages, cloth bound, printed on good paper, 
8M x 11 sheet, contains 15 chapters, such as 
“Mechanics of Typography,” “Easy to Read,” 
“Characteristics of Typefaces,” ‘‘Layouts,” 
“Saving Money on Typography,” “ Proofread- 
ing,” “Printing Processes,” “‘Photo-Engrav- 
ing,” and “How to Get Better Electrotypes.”’ A 
real comprehensive textbook just off the press. 


NEW HAND BOOK 


HIS book hopes to help you buy 
better advertising typography 
(and consequently more readers) for 
the advertising dollars you spend. 
Wisely, the advertising typogra- 
phers reason that the more you get 
for your investment with them, the 
firmer the rock on which their busi- 
ness is built. 

They constantly see their cus- 
tomers using up costly time (which 
is money) by “shooting” copy to 
them without adequate or thor- 
oughly thought-out instructions. 

So they hope that this book will 
tell their patrons a few things about 
typographic practices and about al- 
lied processes of engraving, elec- 
trotyping, printing processes, etc., 
which will help these patrons to cut 


down production costs in typogra- 
phic and allied fields. 

They are in a position to observe 
that an advertisement which, by 
virtue of its superior typography, is 
read by 1,000,000 people, is a better 
buy than the same advertisement in 
the same space which is read by only 
300,000 people. And these typogra- 
phers feel better when they see you 
getting the 1,000,000 people to which 
you are entitled. 

These men or organizations are 
definitely ot in the business of set- 
ting ‘“‘pretty ads.”’ While they are 
not blind to the commercial appeal 
of typographic beauty, their real 
goal is readership. Fortunately, for 
the more aesthetic among them, it 
happens almost invariably that clar- 


ity produces beauty and beauty pro- 
duces clarity. 

This book, then, is neither a book 
on mechanical processes, nor a book 
on typographical ‘‘art’”. If it helps 
you to a better understanding of 
mechanics in the graphic arts fields, 
fine and dandy! If it helps you pro- 
duce more artistic results, swell! 
But its essential desire is to help you 
to produce more dynamic advertise- 
ments, typographically speaking, 
with greater understanding, and for 
fewer dollars. 

To obtain your copy of this valu- 
able book send $2.50, check or money 
order to Mr. Albert Abrahams, Sec- 
retary, Advertising Typographers of 
America, 461 Eighth Avenue, New 


York City. 


The Advertising Lypographers Association 


AKRON, OHIO 

The Akron Typesetting Co. 

ATLANTA, GA. 

Higgins-McArthur Co. 

BALTIMORE, MD. 

The Maran Printing Co 

BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 

Runkle-Thompson-Kovats, Inc. Fred C. Morneau 

Frederic Ryder Co. 


CINCINNATI, OHIO 
The J. W. Ford Co. 
CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., In« 
DALLAS, TEXAS 


Jaggars-Chiles-Strovall, Inc 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
The Thos. P. Henry Co 


George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. Ad Service Co. 
KALAMAZOO, MICH. 
Claire J. Mahoney 

LOS ANGELES, CAL. 
Clifford Bisch, Typographer 
William Carnall 

House of Hartman 


MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, 
Typographer, Inc. 

MINNEAPOLIS, MINN. 


Duragraph, In« 


NEW YORK, N. Y. 


Company, Inc. 


Artintype, Inc. 


Central Zone Press, Inc 


DAYTON, OHIO Samuel Katz, Typographer a oe — Inc 
, ; Cc amant Typographic 
Dayton's Typographic Service Keller's Type Studio Service, ig ee 


Franklin Typographers 
Frost Brothers, Inc 


Graphic Arts Typographers 


Huxley House 
Imperial Ad Service 


Advertising Agencies’ Service 
Advertising Composition, Inc. 


Associated Typographers, Inc. 
Atlas Typographic Service, Inc 


A. T. Edwards Typography, Inc. Tri-Arts Press, Inc 
Empire State Craftsmen, Inc 


OF AMERICA, INCORPORATED ———— 


King Typographic Service Corp. PHILADELPHIA, PA, 
Master Typo Company Walter T. Armstrong, Inc 
Morrell & McDermott, Inc Alfred J. Jordan, Inc 

George Mullen, Inc. John C. Meyer & Son 
Chris F. Olsen, Inc. Progressive Composition (Co 


Frederic Nelson Phillips, In« 
Royal Typographers, Inc 
Frederick W. Schmidt, Inc 


Harry Silverstein, Inc Typographer 
ST. LOUIS, MO. 


Superior Typography, Inc 
Supreme Ad Service, Inc 


Typographic Craftsmen, Inc. 
Typographic Designers, Inc 


Vanderbilt-Jackson of Seactle 
Typography, Inc. 


Kurt H. Volk, Inc. Fred F. Esler, Led 


Typographic Service, In« 


PORTLAND, ORE. 


Paul O. Giesey, Advertising 


Brendel Typographic Service 
Warwick Typographers, Inc 
SEATTLE, WASH. 

The Typographic Service Co. Frank McCaffrey’s Acme Press 


MONTREAL, CANADA 
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' JWT’s steady growth through 69) 


‘Fortune’ Finds 
JWT Earnest, 


Big and Baffling 


'47 Billings May 
Hit $100,000,000, 
Magazine Guesses 


New YorkK—F ortune for No- 
vember, ‘dedicated to American 
selling,” has looked at J. Walter 
Thompson Company, and has 
found it big and healthy without 
altogether being able to tell why. 

JWT is compared in several re- 
spects with the once-ascendant 
British Empire — most obviously 
because its offices and operations 
girdle the globe. Also, however, 
Fortune says, JWT is “an autoc- 
racy which few question, but in 
which a limited democracy works 
very well at the same time. JWT 
ardently believes, with the British 
aristocracy of the past, in the 
mammoth principle of ‘doing the 
right thing.’ Finally, ... JWT is 
the biggest and most powerful 
element in the world,” thus ren- 
dering it unnecessary as well as 
ill-mannered that a Thompsonian | 
ever should boast of such things. 

Stanley Resor, his 43  vice- 
presidents and 2,200 other toilers, 
Fortune emphasizes, are not huck- | 
sters. Instead of size of their col- | 
lective skills, they are concerned | 
with “how good a job we can) 
do.” 


May Hit $100,000,000 
And yet the magazine cites | 


years, and especially since Mr. 
Resor and associates bought out 
the elderly James Walter Thomp- | 
son in 1916; cites AA’s estimate | 
of $82,000,000 billings for the) 
agency in 1946, and guesses that 
“J. Walter may top an unheard- 
of $100,000,000 in its billings this 
year.” 

Thompson, says Fortune, “re- 
gards advertising as a world to| 
be constantly explored, colonized | 
and recolonized.” A “University | 
of Advertising,” Thompson be-| 
lieves in “scholarships, an unre- | 
mitting thoroughness and ‘the 
scientific approach.’ ” 

It all seeps down from Stanley 
Resor (stimulated in part by Mrs. 


20 NAMES OR 
20,000,000? 


List requirements may vary from a 
few score names of highest selectivity 
to many millions of general interest. 
Yet a single source can supply them 
all... for DUNHILL boasts one of 
the largest libraries of mailing lists in 
existence ... maintains a fully organ- 
ized research staff to compile special 
lists in quick order and at gratify- 
ingly low cost. 


© Foreign Lists 

@ National Lists 

®@ Neighborhood Lists 

@ Industrial Lists 
@ Banking & Finance C | 
@ Professional Lists 

@ Housewives 
@ Known Donors 
@ Merchants 

@ Teachers & Students 
®@ Religious Lists 

® Associations & Clubs 
@ Ex-Service Men 

@ Anything 


REMEMBER—you haven't BEGUN 
to open up your list possibilities until 
you've talked to DUNHILL! 


DUNHILL LIST CO., INC. 


565 FIFTH AVENUE. 
NEW YORK 17, N. Y. 


Resor, 
downe) 
Presidents Henry Stanton, Chi- 
cago and all the West, and Gilbert 
Kinney, New York, partners for 
more than 30 years. 


Resor Earnest ‘Perfectionist’ 
Mr. Resor is described as an 


the former Helen Lans- 


earnest and hard-working perfec- | 


tionist in campaigns, who also 
“believes totally in the power and 
goodness of advertising.” Mr. 
Kinney helps Treasurer Luther 
Orange Lemon keep the agency 
solvent, and looks after, among 
others, Scott Paper and Brer Rab- 
bit molasses. 

At Chicago, Mr. Stanton is semi- 
autonomous. As much as 40% of 
the agency’s billings, Fortune 
estimates, have come from that 
area, which has “always been a 
mine of new accounts.” 

Among other vice-presidents: 


Henry C. Flower Jr., supervises | 


several accounts including Ford, 
the Wall Street office and the 
public relations-publicity depart- 
ment; Don Francisco, six ac- 


counts, JWT’s own advertising 


and from Senior Vice-| and publicity, and the motion pic- 


ture department; Samuel W. 
| Meek, three accounts and the in- 
ternational department; Henry 
|Stevens, Shell Oil, among others, 
-and also represents JWT in the 
|Four A’s. 


Solicitations Are ‘Out’ 


| Vice-President O’Neill Ryan— 
|closest approximation to new 
| business manager in the Thomp- 
son setup—also directs the Ford, 
RCA and NBC accounts. 

But Fortune points out that no 
one at the agency “works full 
time on anything so fleshly” as 
solicitations. Although JWT has 


really ought to be in the fold, it 
woos them diffidently. 

Thompson (which lost Old Gold 
in 1944, after three years) yearns 
for a cigaret account. But, the 
story goes, when Stanley Resor 
was invited to Winston-Salem in 
1932 to help give Camel a come- 
back to the lusty Lucky Strike 
campaign on “It’s Toasted,” he 


a “do or die list” of accounts which | 
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merely said: “You know we’re a 
good agency, and if you give us 
your account you know we'll do a 
good job. We never prepare copy 
on speculation.” 


Esty Takes It Over 


The Camel account went to 
William Esty on the theme, “It’s 
fun to be fooled—It’s more fun 
to know.” He quit as a JWT vice- 
president to start with $12,000,000 
Camel billings as William Esty & 
Co. 

Copy supervision is divided— 
six months of each year—between 
Senior Consultant James W. 
Young and V.P. Walter O’Meara. 

JWT billings over the five-year 
period 1942-46 inclusive went pri- 
marily to magazines, 33%; radio, 
30%; and newspapers, 20%. In 
network time bought in 1946 it 
ranked second only to Dancer- 
Fitzgerald-Sample. Under Vice- 
President John Reber, JWT is said 
to have started the variety show 
trend with Rudy Vallee in 1929. 
Current high-rated JWT shows 
include Charlie McCarthy, Fred 


Allen and Lux Radio Theater. 

But Thompson has had its radio 
duds, too. Most notable of. these, 
Fortune says, was “The Circle” for 
Kellogg, in which a group of 
notables—actors, authors, musi- 
cians, etc.——sounded off on issues 
of the day. “The cost was pro- 
digious, the participants imme- 
diately acquired hatreds for one 
another, and the public did not 
listen.” 

The Kellogg account moved to 
Kenyon & Eckhardt. 

“If its international offices give 
a clue to Thompson’s breadth,” 
the magazine explains, research 
gives the clue to its depth. JWT 
pioneered in market research in 
1912 with a _ statistical volume 
called “Population and Its Dis- 
tribution.” Today more than 100 
Thompsonians are at work under 
V.P. Arno H. Johnson, media and 
research director. 


Stresses ‘Reason Why’ 


JWT has gone in heavily for 
“reason why” copy. Under Mrs. 
Resor’s guidance, it has also gone 
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What a whale of a market 
“editorial screening” pro- 
duces for everything from 

the drug store! It takes 
barrels of disinfectants, 
stacks of bandages, miles 
of tape to take care of the 
scraped knees, cut fingers, 
and bumped foreheads for 
children from 3,000,000 
families. And these items 
are just a drop in the fam- 
ily medicine chest. 
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in expensively for personalities | 
and testimonials—for Lux, Pond’s | 
Lux, says Fortune,| gross billings, Fortune believes 
‘that JWT’s net before dividends 


and others. 
pays nothing for its movie stars; 
“Pond’s pays its engaged lovelies 
from $100 to $300.” 
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of their bought testimonials. 
Estimating 1% 


last year was $800,000. Thirty 


(The Pond’s| officers and directors own 10,000 


account has since gone to Young & | shares of Class A preferred, valued 


Rubicam.) 

Although radio commercials 
“dedicated to fetid breath, sour 
stomach and the impacted con- 
tents of the large intestine have 
almost literally spattered America 
with dung,” Fortune emphasizes, 
the advertising in women’s maga- 
zines of “practically every bodily 
repulsion . . . are not pleasant to 
examine with any care.” But these 
“messages” may not be “more to 
be criticized than the question- 
able morals of a person who pub- 
licly endorses somebody’s product 
without necessarily giving a damn 
about it.” The FTC should do 
something. The Four A’s is 
“more interested in the manly art 
of self-defense. . .” Meanwhile, 
“J. Walter Thompson and Stanley 
Resor are quite genuinely proud” 


at $125 a share, and paying 7%. 
This is the only voting stock. 
Ninety-seven own 4,000 shares of 
Class B preferred—which has the 
same valuation and _ dividend. 
Some 170 stockholders in JWT 
own the 50,000 shares of common, 
currently valued at $75 to $80 
a share, and paying in 1946 $8 to 
$9 a share. 

J. Walter Thompson Company, 
Fortune estimates, is “worth” 
about $5,750,000 or about seven 
times last year’s earnings. 

Unlike the _ British, 
Burnet Resor has kept his empire 
solvent. 


Cella Appoints Agency 

Cella Vineyards, Fresno, Cal., 
has appointed McNeill & Mc- 
Cleery, Los Angeles, to handle its 
advertising. 


net profit on | 


Stanley 


CHARM-BEAUTY—Pond's Extract Co., New York, has combined some of its 

toiletries in these new packages called Pond's Charm Kit and Pond's Beauty 

Box, made by Ohio Boxboard Co. Art work is by Joseph B. Platt, industrial 
designer, and J. Walter Thompson Co., New York. 


joins Rieser-Ernest Bothwell Agency Moves 


John M. Holden has been ap- W. Earl Bothwell, Inc., has 
pointed junior account executive|moved its New York office from 
of Rieser-Ernest & Associates, Cin-|270 Park Ave. to larger quarters 


cinnati agency. at 22 E. 40th St. 


alike. 


home. 


We don't detour from this theme 
the reader’s thoughts — with fancy fiction. 


Every page of BH&G is devoted to just one 
topic — how to live a better life in a better 


-or distract 


That suits our readers so well that BH&G goes 
into 3,000,000 well-above-average homes every 


month —- but that isn’t all. 


Such service to readers also provides 100‘ 
service to our advertisers. 


hat do we mean 
100% Service? 


From cover to cover, Better Homes & Gardens 
gives 100% service to readers and advertisers 


It means a group of readers whose attention is 
focused on home —a market already eager 
for the information in your sales story —a 
higher income market that buys better things 
in bigger volume than their neighbors. 


Here is much more than a choice audience of 
3.000.000 families carefully screened for you. 
It’s an audience so interested in everything 
connected with home that your story is read 
for news and facts as much as our editorial 
material is. You couldn’t get sales resistance 
any closer to the vanishing point! 


Before you complete your media list, get the 


whole story of “editorial screening” from your 
BH&G representative. 


Net Profit, Cites 
a . ef. Ta 
Dignified’ Ads 
MontreAL—Although net sales 
rose only about 25%, from $477,- 
500,000 to $618,135,497, net profit 
of Distillers Corporation-Seagrams 
Ltd. for the fiscal year ending 


July 31 nearly doubled from the 
previous: fiscal year, from $24,- 


530,122 to $43,122,502, reports 
Samuel Bronfman, president. 
The corporation devoted a 


spread in its pamphlet report to 
its advertising policy. “The dual 
responsibility to the industry and 
to society which your corporation 
embraced long ago,” the report 
said, “has impelled us to create 
advertising which transcends the 
limits of utilitarian aspects and 
reaches out into the realm of 
human progress, well-being and 
greater understanding among 
men.” 

Reproduced are Seagram ads on 
“Drink moderately,” ‘““What makes 
a good citizen,” and a Father’s 
Day message from George Wash- 
ington. 

But the corporation also pro- 
motes whisky. 


COCA-COLA EARNINGS 
RISE TO $12,500,000 

New York — Coca-Cola Com- 
pany’s earnings applicable’ to 


common stock after taxes, Class 
A dividends and charges rose to 
| $12,504,333 for the third quarter 
|of 1947. 

| For the first three-quarters of 
| 1947, net earnings after these de- 
|ductions were $23,810,416, com- 
pared with $17,375,785 in the 
parallel period of 1946. 


Ups Color Page Rates 


Petroleum Refiner, Gulf Pub- 
| lishing Company, Houston, has in- 
creased the rates for extra color 
and bleed. Standard red has been 
increased from $30 to $35, with 
two facing pages $60. Any other 
or matched color, excepting pro- 
cess or metallic colors, is $65 for 
one page and $90 for two facing 
|pages. Bleed borders, per page, 
have been increased from $12.50 
to $15. 


Joins Soundscriber 


D. H. Hickey, 
General Electric Company, has 
joined the sales staff of the Hart- 
ford branch of Soundscriber Cor- 
poration, New Haven. 


in Savannah 


. . and in the homes of 
over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 
market. 


630KC - 5000 WATTS - FULL TIME 


Seagram,Doubling | 


formerly with | 
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NBC Promotes Evans | 


Jacob A. Evans has been named | 
audience promotion manager for | 
NBC. He has been assistant man- 
ager of network sales promotion 
for several months. Appointed to 
replace Mr. Evans in network sales 


advertising copywriter for Rem- 
ington Rand Company. Both will 
work in NBC’s New York offices. 


Appoints Saunders 


Daniel Saunders, formerly re- 


ecutive of Lavenson Bureau, 
Philadelphia agency, has joined 
Farm Journal and Pathfinder, 
Philadelphia, in charge of produc- 
tion for the sales promotion de- 
partments of both publications. 


AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI. 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


@AUNTI-SHORE PRODUCTIONS. 6425 HOLLYWOOD BivD 
ROL Twooe 28 Cai 


Advertising in the 


Test Stage 


Competitive Copy 
Used for Barr's 
Creme Shampoo 


Cuicaco—G. Barr & Co. has 
started testing “hard selling” copy 
here for its Balm Barr Creme 
shampoo, believed the first such 
copy to be used for any cream 
shampoo. 

Copy is running in the Sunday 
graphic section of the Chicago 
Tribune and the rotogravure sec- 
tion of the Chicago Daily News. 
Store displays and other dealer 
aid material are being used in 
this area. 

Initial ads are headlined, ‘““Now! 
Lovelier hair for 3 out of 4 women 
than they get with their regular 
shampoo.” Featured is a report 
that tests by an outside laboratory 
reveal Balm Barr shampoo brings 
out more sheen and luster in wom- 
en’s hair than other cream sham- 


poos. 

H. W. Kastor & Sons Advertis- 
ing Company here handles the ac- 
count. 


DRUG INGREDIENT TRIED 
IN MIDWEST STATES 


BELLINGHAM, WASH. — Algae- 
derm, a new drug product made 
from ocean kelp and produced in 
commercial quantities by Algae- 
derm, Inc., is being test-marketed 
in the Dakotas, and Minnesota. 

Small-space copy in 52 daily 
and weekly newspapers of the 
three states and heavy use of 
radio spots and quarter-hour pro- 
grams over WNAX, Yankton, 
S. D., provide the backbone of a 
merchandising campaign designed 
to build direct mail sales. In ad- 
dition, copy is being placed in 30 
farm magazines. 

Retail sales through drug stores 
are being developed in Belling- 
ham and nearby cities of Puget 
Sound, aided by newspaper copy 
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FIRST FOR CREAM SHAMPOOS—G. Barr & Co., Chicago, is testing ads like 
this in two Chicago papers for its Balm Barr Creme shampoo. It is the first 


shampoo. H. W. Kastor & Sons Adver- 
the agency. 


listing drug outlets handling the 
product, and by spot radio, win- 
dow displays, samples and pro- 
grams before service clubs. 
Algaederm was first introduced 
to the market in August. De- 
signed for treatment of skin dis- 
orders, burns and bruises, it is 
offered in two forms, a solution 
containing a high concentration 
of the kelp extract in vegetable 
oil, and an ointment containing a 
lesser concentration in petrolatum. 
A liquid dentifrice, Algaedent, is 
being marketed in a two-ounce 
eyedropper bottle, and the com- 
pany is also experimenting with 
a shampoo containing Algaederm. 
Copy in a sales leaflet sets out 
that ‘“‘although the therapeutic val- 
ues in marine vegetation have 


CHICAGO’S FORTUNES varied thru the 
period 1901-1910. There was the Walsh Banks failure; 
the tragic Iroquois Theatre fire, and the electrification of 
street railways. The American League was born with 
Chicago represented. Fashion dictated tight waists for 
women. Kiss Me Again and School Days were hit songs, 
and couples danced to the Merry Widow Waltz. 


P & A, founded in 1901, had immediate growth. New 
accounts included Montgomery Ward and Sears, Roe- 
buck. Personnel was increased, equipment added but in 
four years space was outgrown. In 1905 the company 
moved to larger quarters—to the top floor of a five story 
building located at Washington and Wells Streets. 


This was early demonstration of a progressive spirit 
—of an ambition for leadership in serving advertising 
accounts. The future was to prove how capably this 
ambition was fulfilled. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS + MATRIX MAKERS «+ STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


|long been known to science, Al- 
|gaederm represents probably the 
| first successful effort to capture 


'all the known values in natural | 
-| combination 


without disturbing 
| their balance in nature.” 


.| With introduction of the prod- | 


/uct, the company appointed Wil- 
liam L. Southworth, formerly 
| with the Soil Conservation Serv- 
| ice in Washington, D. C., as adver- 
| tising manager. Frederick  E. 
| Baker & Associates, Seattle, is the 
| agency. 


} 

ADDS HUMIDIFIER 

| CHicaco — Fresh’nd-Aire Com- 
|pany has selected Milwaukee for 
its initial test promotion of a new 


humidifier, the latest addition to 
its line of electric air circulating 
equipment. 

Plans call for eventual three- 
day city-wide promotions to launch 
the new unit in each major mar- 
keting area. 

The Milwaukee program in- 
cludes cooperative newspaper ad- 
vertising with dealers, the sup- 
plying of mats, photos, artwork, 
mailing pieces, window streamers, 
|etc., and the staging of a jobber 
sales contest. 


Brand Names in Boston 
to Receive Awards 


The first Brand Name Awards 
dinner to be held in New England 
is being sponsored by the Adver- 
tising Club of Boston and the Bos- 
ton Chamber of Commerce, in co- 
operation with the Brand Names 
Foundation. It will be held Nov. 
25 at the Hotel Statler, Boston, 
| with Edward S. Rogers, chairman 
|of the foundation’s board of direc- 
tors and chairman of the board of 
| Sterling Drug, Inc., as the prin- 
|cipal speaker. 

Manufacturing companies in the 
|30-mile area centering in Boston 
| are now being invited to nominate 
‘for certificates of public service, 
which will be awarded at the 
‘dinner, their eligible brand names 
‘which have been “tested by the 
| judgment of the American people 
for 50 years or more and have won 
and held public confidence through 
unfailing integrity, reliable quality 
and fair pricing.” 
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Paraffine Cos. 
Expands Research, 
Plugs New Items 


SAN FRANcIsScO—Paraffine Com- 
panies, Inc., giant West Coast 
building supply manufacturing 
organization, intends to keep pace 
with the flourishing market for 
linoleum, paint, roofing, insulation 
and other building materials. 

Evidence: ‘‘Pabco” is spending 
$11,000,000 to expand its facilities. 
Well over $500,000 of this has 
been spent on its newly revamped 
industrial research laboratories 
across the bay at the main plant 
in Emeryville. 

Nearly 1,000 Bay Area indus- 
trial and financial leaders recently 
attended the official opening of 
Pabco’s expanded laboratories. 
The laboratories are the West 
Coast’s largest and among the 
world’s most comprehensively- 
equipped building material re- 
search facilities. 

Out of them have recently been 
developed three new Paraffine 
Companies products, advertising 
and distribution of which have re- 
cently begun. 


3 New Products 


“Anti-Sweat,” Pabco’s new con- 
densation drip preventive com-| 
pound, is backed by a large-space | 
schedule in Heating, Piping & Air | 
Conditioning, Ice & Refrigeration, | 
Industrial Equipment News and 
Plumbing & Heating. 

“Mastipave,”’ a low-cost floor 
covering with remarkable “heal- | 
ing” quality, is being promoted in| 
Architectural Forum, Bus Trans- | 
portation, Chain Store Age, Floor- 
ing Magazine, Institutions, Modern | 
Hospital, Modern Industry and| 
School Executive. The company | 
claims that even deep cuts in this 
floor covering can be removed 
merely by rotating the ball of the | 
shoe on the cut. 

A new fade-proof enamel de- 
veloped by Pabco, called “Cin-| 
Dek 400,” has a schedule backing 
it in California Cultivator, Cali- | 
fornia Farm Bureau, Improvement 
Era, Pacific Northwest Farm Trio, | 
Pacific Rural Press, Sunset and | 
Utah Farmer. Brisacher, Van Nor- | 
den & Staff here handles the ac- 
count. 


Research Stressed 


W. H. Lowe, Pabco’s president, | 
told AA that “it is Paraffine’s be- | 
lief that our progressive research | 
program has been our greatest aid | 
in expanding our markets. Re- 
search has enabled us to compete 
successfully with other areas de- 
spite our relatively higher labor | 
and transportation costs.” | 

The new research center, di-| 
rected by Dr. A. M. Erskine, has 
air-conditioned micro - analytical 
and “weatherometer” rooms with 
“torture-testing’” instruments en- 
abling the company to make find- 
ings of years in brief periods. A 
conductivity room is equipped to 
test the resistance of materials to 
heat and cold. Pilot plants simu- 
late actual manufacturing condi- 
tions. 

Paraffine Companies was found- 
ed in 1884 when two California 
scientists, T. J. Pearce and Mel- 
vin W. Beardsley, formed the or- 
ganization while experimenting 
for an asphalt solvent. The com- 
Pany operates plants in Somer- | 
Ville, N. J., and four California | 


Cit es, 


Named PR Chief 


Phyllis R. Doherty, for the past 
‘our years publicity director of the 
Yankee Network in Boston, has 
been named publicity chairman, 
‘Or 1947-48, of the Ist district of 
the Association of Women Broad- 
Casters, NAB affiliate. 


Maltex Schedules 
Press, Radio Series 


Maltex Company, Burlington, 
Vt., has started its regular winter 
campaign for Maltex cereal, using 
newspapers, sectional magazines 
and radio. 

More than 50 newspapers in the 
eastern U. S. are carrying 100 and 
400-line ads and a spot radio cam- 
gaign is under way in the East. The 
company is supplying the grocery 
trade with displays and point-of- 
sale promotion for the cereal. 
Samuel C. Groot Company, New 
York, handles the account. 


Farmer Promoted 


Strauss Stores Corporation, New 
York, radio and auto accessory 
chain, with 99 retail outlets and 14 
agencies serving New York state 
and New England, has promoted 
Rube O. Farmer from vice-presi- 
dent to executive vice-president. 
Mr. Farmer joined the organization 
15 years ago. 


| 


Top Foreign Films 


Offered for Video Resigns Apparel Account 


New YorK—If anybody can af- 
ford to buy them, current 
European films may soon be seen 
on television in the United States. 

Gainesborough Associates has 
obtained exhibition rights for tele- 
vision on foreign-language feature 
films distributed by Lopert Films. | 
Shortly after showing at first run | 
theaters, “Shoe Shine,” “Cage of | 
Nightingales” and ‘“Mayerling,” | 
starring Charles Boyer’ and/ 
Danielle Darrieux, among others— | 
will be offered to video stations | 
and sponsors. 

Gainesborough would give no| 
estimate on how much it will cost 
an advertiser to televise these | 
movies, but the price—to be based | 
on the size of the city, the num- 
ber of stations used, etc.—will be 
much higher than that paid for the | 


old movies now used as time fillers 
on most stations. 


Foote, Cone & Belding, Los An- 
geles, has resigned the account of 
the California Apparel Creators, 
following a decision by the asso- 
ciation’s board to shift major em- 
phasis in its advertising from con- 


/sumer to trade channels. 


Lacey Joins Agency Net 
Jack Lacey Advertising Agency, 
Tampa, Fla., has joined the Affil- 
iated Advertising Agencies Net- 
work, and will be exclusive rep- 
resentative of the net for Florida. 


| > 


| senger for your sales-message. 


Because BSN brings news that its read- 
| ers convert into sales, it's the best mes- 


eat 


TOP STATION. Te 
“BOTH in Vancouver 


eM and «MEW WESTMINSTER 


No.7 of a Series of New York Subway Poster Designs. 


Subway Poster Designed b) 
PauL SMITH 
NEW YORK 

Paul Smith wrote copy for 

five years but changed to 

art directing in 1930. He is 

now art director of D’Arcy 

Advertising Company, N.Y. 

His work has won many 

awards, 

~.. Marks the spot 
7, r 
; SUBWAY POSTERS 

X marks the spot where your New York customers are looking . . « many times each day ... as they 
wait in, or pass through, the 500-odd subway and el stations . . . Subway posters, alone, are responsible 
for more than one New York marketing success . . . Strategically located near the stores that sell the 


goods fae 


visible 24 hours a day . 


. . they offer coL 


ym—all vou want: REPETITION 


COVERAGE—9 out of 10 New York City adults are subway riders. 


NEW YORK SUBWAYS ADVERTISING COMPANY. INC.. 


630 FIFTH AVE., NE 


26 times a month: 


\W YORK 20, N. Y. 


eee irae a : Menee ee : cs ae a ; : : ; wre 25 : aa E 
00 | prt Wing , | ss 
ives ° ee :) io. | 4 
te Ye’ we Ye ‘ 
=a 2 j | 
} ee | 
: SPORE oe Se ES A aT 
: PIETER | ae | 
jl ; eneiieiainebemienteniemtemaamaseniiadad alienate. Tn 
Is like |  e ' 
> first - 
\dver- ee : 
ion to ee 
ilating ‘j 
a | 4 

‘ j we | 
es © 6 y | my 
F SS Aja ea “e 
| | . 
. 
: 7 
: te 
: 
| 
oa 
: 
© | | - 
| | 
| | 
pe ) St 
a Ms - 
v ee | P 
| ; 
es | 
g | ee 


. 


: 
4 
¥ 
4 
{ 


eet: 


Paraffined Carton | 
Council Booklets 
in 300,000 Hands 


Cuicaco — More than 300,000 

%, copies of the booklet, “Butter 
™ Making,” have been distributed by 

| {the Paraffined Carton Research 


‘)@) Council since it was first offered 


# via coupons in professional home 
7 economics magazines last fall, re- 
ports Harvey H. Robbins, secre- 
itary. 


ee 


*) 
ye 


t 


_ exhausted, 


Supplies of the booklet are now 
though requests are 
still being received at the rate of 
about 2,000 a month, he said, add- 
ing that the pamphlet probably 
‘will be reprinted and offered again 
Mnext year. The bulk of requests 
jcomes from teachers in grade 
‘schools, high schools, home eco- 
nomics classes and colleges, as 


* well as trade sources and libraries. 
* The pamphlet, written by H. A. 


," 


. Economics. 


‘Ruehe, professor of dairy manu- 
facture at the University of Illi- 
nois and consultant to the council, 
reprints an article which first ap- 
peared in What’s New in Home 
It explains the essen- 


' tial processes in the manufacture 


> 


of present-day quality butter and 
also covers history, nutrition facts, 
‘butter grading and packaging. 


Uses Consumer Advertising 


Another activity of the council 
‘is receiving wide interest. More 
than 6,500 copies of a regular peri- 
pdical, “Butter Idea,” are being 
distributed every other month to 
the dairy trade and paraffined car- 
ton users. A question-and-an- 
swer section in each booklet cov- 


‘ers all phases of the butter-mak- 


* butter 


‘ing industry. The council reports 
that it has been suggested that 
when this series is completed it 
be re-published in book form. 
Besides an extensive program 
of business paper advertising, the 
council this fall launched its first 
consumer advertising schedule, 
designed to point out to the house- 
wife the advantages offered by 
protected by  paraffined 


) cartons (AA, July 7). 


Names Cole & Chason 


Universal Laboratories, East 
. Orange, N. J., manufacturer of 
Mavis, Djer-Kiss and other toi- 
etries, has appointed Cole & 
'Shason Advertising, New York, to 
1andle its advertising. The ac- 
-ount has been handled by Grey | 
Advertising Agency, New York. 


1000 PHOTOS SELECTED 
FROM OVER 500,000 IN FILE 


Many an adman has waited a long time | 


.. but at last it’s here .. . beautifully | 
fone by Gelatin-Gravure ... covering. 
& multitude of classifications. Of course | 
the supply is limited ... so send us a | 
follar (that’s to eliminate curiosity- 
seekers) or your order . - or the 
coupon... no red tape... it’s yours | 

for a buck! 


KAUFMANN & FABRY COMPANY 
425 SOUTH WABASH AVENUE | 
CHICAGO 5, ILLINOIS 


CLIP and MAIL TODAY! 


Kaufmann & Fabry Co. ! 
425 Se. Wabash Ave., Chicago 5, Iilinols ! 
1 
I 


Here's my Buck p . . « © Order for your 
sew Stock Photo Book. 


COMPANY 


Plans Towel Campaign 


Brown Company, Berlin, N. H., 
has scheduled ads every fourth 
week in Time, starting with the 
Nov. 3 issue, for Nibroc towels. 
Alley & Richards, New York, is 
the agency. 


Joins ‘Junior Bazaar’ 


Mary Ford, formerly with 
Crook Advertising Agency, Dallas, 
has joined Junior Bazaar, New 
York, as assistant promotion man- 
ager. 


Disc Jockeying 
Goes Highbrow 


NEw YorkK—Beethoven, Brahms 
or Bach may come out when 
Jacques Fray spins the platters, 
but WQXR’s classical disc jockey 
is in the groove. 

After a month of playing rec- 
ords on a sustaining basis for the 
New York Times station, Mr. Fray, 
half of the famous concert piano 
team of Fray and Braggiotti, has 
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caught the ear of a sponsor. 

Aeolian-American Corporation, 
through Huber Hoge & Sons, now 
sponsors Mr. Fray’s half-hour ses- 
sion on Mondays at 7:30 p.m. He 
still is heard Wednesday night 
sustaining. 

Appropriately, the product ad- 
vertised is pianos. 


Tone Starts Promotion 
Tone Products Corporation of 

America, New York, manufacturer 

of the Merry-Go-Sound line of 


musical merchandise for children, 
has sent its distributors new 
streamers to merchandise its line 
of record albums, Merry-Go-Sound 
electric phonograph and a new 
portable phonograph, which wil! 
be ready for the Christmas trade. 


New British Campaign 

The British government has 
launched a series of ‘“‘Reports on 
the Nation” advertisements, using 
11-inch by two-column ads, larger 
than in any previous government 
campaign. 
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A “Different” EDITORIAL CONCEPT: Bl 


CONTENTS .. . TYPICAL ISSUE 
CHEMICAL PROCESSING Preview 


NEW SOLUTIONS of PLANT PROB- 
LEMS ... 8 actual "installation- 
type" articles of “how it was done 
better." 

MATERIALS . . . 27 reports on develop- 
ments in materials that make for 
better processing. 

MATERIAL HANDLING .. . 8 articles 
describing developments in han- 
dling . . . plus 4 digests of perti- 
nent information newly available. 

PROCESS INSTRUMENTATION ... 12 
reports on better process control 
through instruments. 

IDEAS . . . 7 ideas gleaned from this 
or other industries that offer pos- 
sibilities in chemical processing. 

BRIEFS ... 13 “quick looks" at interest- 

ing articles in contemporary publi- 
cations. 
—plus scores of new product and 
new literature reports of top inter- 
est to men who operate chemical 
processing plants. 


159 Articles ... All Staff 
Written 


an | 


The Magazines of a a heiiray. 


PROCESSING, ITS CONTROL and DEVELOPMENT 


NIN 


E YEARS 


BUILDING 


CONTENTS .. . TYPICAL ISSUE 
FOOD PROCESSING Preview 


NEW SOLUTIONS of PLANT PROB- 
LEMS .. . 6 actual "installation- 
type" articles of "how it was done 
better." 

PACKAGING .. . 8 examples of prac- 
tical packaging operations that 
make for speed and economy. 

MATERIALS ... 10 reports on develop- 
ments in materials . . . ingredients, 
or for use in operation and main- 
tenance. 

MATERIAL HANDLING ... 9 articles 
on developments in handling. 
PROCESS INSTRUMENTATION ... 6 
reports on better process control 

through instruments. 

IDEAS . .. 5 ideas gleaned from this or 
other industries that offer possibili- 
ties in food processing. 

BRIEFS ... 16 “quick looks” at inter- 

esting articles appearing in con- 
temporary publications. 
—plus scores of new product and 
new literature reports of top inter- 
est to men who operate food 
processing plants. 


96 Articles ... All Staff 
Written 


INTENSITY OF 


READERSHIP 
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Survey Shows 
Goodyear Leads 
Tire Market 


New YorK— Goodyear Tire & 
Rubber Company, Akron, has the 
most tires on cars, has sold the 
most tires for replacement needs 
within the past year, and enjoys 
the greatest demand for new tires, 


Publishing Company. 
At the same time the survey re- 
vealed that Firestone Tire & Rub- 


ber Company, Akron, second larg- | 


est tire manufacturer, has im- 
proved its sales position within 
the past year. 

The survey reported that the 
tire industry has caught up with 
the backlog of demand which ac- 
cumulated during the war. Only 
24% of all tires on cars as of last 


In 1946 the tire industry is said to 
have produced 82,000,000 tires, of 
which 66,000,000 were for pas- 
senger cars. 

This was a record year’s pro- 
duction for the industry and indi- 
cates that a resurgence of stiff 
price competition in the tire mar- 
ket can be expected, the survey 
said. 

Availability of new tires has 
brought about a marked drop in 


tires in use in 1946 had been re- 
capped, the 1946 tire survey 
showed, as compared with 14% as 
of this year. 

The nationwide survey was 
based on personal interviews with 
car owners in 64 cities and towns 
of 2,500 population or more, con- 
ducted by Stewart, Dougall & 
Associates. 
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vice-president and J. Lloyd Handy 
assistant secretary. Mr. Van Den- 
burgh joined the agency in 1946 as 
account executive, and Mr. Handy ' 
has been manager of the public 
relations department since joining 
the company last April. 


Moves Sales Office 


Blatz Brewing Company has? 
transferred its northwestern divi- 
sion sales headquarters from Mil-’ | 


according to 


tire survey by Crowell-Collier 


the second annual| May needed replacement, as com-| the number of recapped tires on 
pared with 47% the previous year. | cars. 


Mercready Elects Two 
: Mercready & Co., Newark, N. J., 
Thirty-one per cent of all'has elected Leland Van Denburgh 


r|BUILDS HEAVIER READER TRAFFIC 


Gives Undiluted Editorial Service to Men 
With Plant Operating Responsibilities 


iT 


* 


4. 


5 Characteristics of 
this "Different" Edi- 
torial Concept. 


BREADTH of editorial . . . 
covering a wide range of 
subjects vital to men re- 
sponsible for plant opera- 
tions. 


PERTINENCY of contents 

. everything pertains 
stricly to plant operating 
problems. 


- TIMELINESS of content... 


everything is geared to 
NOW ...to TODAY... 
not to vague futures or 
musty history. 


BREVITY in writing . . . 
"‘long-windedness'’ is 
"edited out" . . . so busy 
men can read quickly. 


ADEQUACY of information 

. every article gives all 
the essential information a 
man requires to determine 
further action. 


. . . in food processing plants 
. . . in chemical processing plants 


You can't quickly “pigeon-hole" these "different'’ magazines... 
they aren't "just like’ any others . . . yet they are "like" many. 


For example: they are “like'’ TIME or BUSINESS WEEK in that 
they tell their editorial stories briefly, tersely . . . long-winded- 
ness" is "edited out'' . . . so busy men can read quickly. 


They are ‘like’ standard-type industrial magazines in editorial 
content .. . except that CHEMICAL PROCESSING Preview 
and FOOD PROCESSING Preview deal only with plant oper- 
ating subjects ... and, being brief, each issue carries many more 
idea-articles for men with plant operating responsibilities. 


They are "like" both standard-type and the so-called "equip- 
ment papers" in that they carry much editorial on new develop- 
ments in equipment. 


Those "5 Characteristics" in panel at left tell WHY these pub- 
lications are "different" in many other ways. 


And nine years of holding steadfastly to the fixed policy of 
"serving men with plant operating responsibilities’ . . . not 
attempting to serve others . . . not being led astray by “the 
greener grass across the fence"... 


. .. this has brought an unusual INTENSITY of READERSHIP as 
the natural, the inevitable result of serving this specific group 
in a superior way. 


Thus CHEMICAL PROCESSING Preview and FOOD PRO- 
CESSING Preview are the ONLY publications in these fields giv- 
ing exclusive editorial attention to ‘‘men with plant operating re- 
sponsibilities” ... 


. . . logically therefore, you reach the largest group of "men 
with plant operating responsibilities" through these publications. 
And these reading audiences are still growing . . . rapidly. 


CHEMICAL PROCESSING Preview * FOOD PROCESSING Preview 
PUTMAN PUBLISHING COMPANY 


737 North Michigan Avenue, Chicago 11 


New York Cleveland Detroit Los Angeles 


a| © XEKEE ITSELF IN REMARKABLE READER RESPONSE 


waukee to Omaha and promoted | 
Walter B. Milliken, formerly dis- 
trict sales manager, to head the 
new office. 


Di Palma Joins Raymond | 


the Newark office of A. W. Lewin} 
Company, has joined Raymond 
Advertising Agency, Newark, as| 
account executive. 


Means: 


“Strike Up 
The Band” 


Wut IN DALLAS 
—FORT WORTH 


Ss 
q STATION. 


WFAA 
FREQUENCIES 
820 - 570 


Zz NETWORKS 
NBC - ABC and 
Texas Quality 


@ It’s as easy as 1-2-3 to 
SELL the DALLas-ForT 
WorTH MARKET with 


WFAA 


radio service of the 


Dallas Morning News 


Represented Nationally by 
Epwarpb Petry & Co., INc. 


Paul Di Palma, formerly with} | 


le 


In Music’ | 
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Features ‘Dream Kitchen’) 


Weiss & Besserman Company, | 
New York, distributor of Youngs- 
_ town Kitchens in the New York 
and northern New Jersey area, is 
‘conducting its annual Youngstown 
'“Dream Kitchen” promotion this 
month, in cooperation with more 
‘than 400 Youngstown dealers. 
'Teaser and display ads will be used 
in 60 newspapers, and dealers will 


"Dr. Christian” 
Hooperating 


(Winter-Spring ‘47) 


22.2 


ASK JOHN BLAIR 
In Columbus It’s 


displays. Byrde, Richard & Pound 
is the agency. 

ls 

New Yorker’ Ups Rates 

| The New Yorker will increase 
its circulation guarantee from 
260,000 to 280,000 and boost the 
basic black-and-white page rate 
from $1,800 to $1,975, and the basic 
line rate from $4.45 to $4.90, effec- 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


V : € 7ill | region, 
use special window and interior | 


| tive with the March 6, 1948, issue. 
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Four-color rates will be increased, | 


effective with the April 17 issue. | 


The magazine currently is printing 
325,000 copies, with 70% of its 


distribution outside the metropoli- | 


tan New York area. 


Ralph Hess Appointed 


Ralph E. Hess, formerly chief | 
of advertising of the Philadelphia | 
War Assets Administra- | 
tion, has been appointed account | 
relations | 
counselor of Joseph Advertising | 


| 
| 
| 
| 


executive and _ public 
Agency, Cincinnati. 


New Conde Nast Office 


Conde Nast Publications, New 
York, publisher of Glamour, House 


& Garden, Vogue and Vogue Pat- | 


its New 
Statler 


tern Book, has moved 
England office to the 
building, Boston. 


diene Vj ‘ s 


oof " spat 
' maton! — 


that so 


She has a picture 
in her mind — 

a heart-stirring vision 

of coiffured loveliness, 
inspired by a page 

in her favorite magazine — 
and now, lending nature 

a friendly hand 

she'll make that picture real! 


McCall's editors 
know how to implant 
these mental pictures 


When a woman shops 

for shampoo, rinse 

or wave set 

it’s no casual purchase 

saa she is making... 

™® ‘ o -— = in those jars and bottles 

= y her feminine eye perceives 
the very essence of romance — 
for all the while, you see 


compellingly 


influence the shopping 
expeditions of women 
in 3,600,000 homes. 


McCall's Magazine, Adv. Dept., 
444 Madison Ave., New York 22 
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“Fresh 


Your bert Baker displays the 
Baked seal of Qualt for @! 


ality — ehop 
STORE NAME 
AND ADDRESS 

FOR PRESTIGE — Associated Retail 
Bakers of America, Chicago, through 
Cummings, Brand & McPherson, is pro- 
viding name-building institutional ads 

like this for its members. 


Retail Bakers 
Attract Members 
with Ad Service 


Cuicaco — Associated Retail 
Bakers of America, which has 
close to 3,000 member retailers, 
has unexpectedly increased its 
roster because it started a new 
advertising service for itself. 

Last May its agency, Cummings, 
Brand & McPherson here, sent to 
members the first of a series of 
advertising catalogs, along with 
newspaper mats and dealer aid 
material. These embodied distinc- 
tive selling and institutional ads 
for the bakers’ use. 

ARBA plans to have several 
catalogs prepared annually, in- 


|cluding special issues with Hal- 


lowe’en, Thanksgiving, Christmas 


and other special appeals in copy 


| 


and layout. The second regular 
catalog, just issued, includes a 
series on special bakery items for 
each day of the week; several on 
different pastries, breads, etc.; 
and others of an institutional na- 
ture. All the ads say, “Food is 
precious—don’t waste a crumb.” 

After a special brochure on the 
ad service was mailed to prospec- 
tive members, ARBA spokesmen 
say, numerous requests were made 
for membership. It has proved 
the strongest instrument for at- 
tracting new members, ARBA 
says. 

ARBA cooperates with Ameri- 
can Bakers Association in its in- 
dustry promotion activities. 


SO Advances Miller 


W. H. Miller, assistant genera! 
manager of sales for the Standard 
Oil Company (Indiana) central 
division, has been promoted to as- 
sistant general manager, sales pro- 
motion, in the general sales de- 
partment. F. J. Swindell, assistant 
general manager of sales for the 
western division, will succeed Mr 
Miller, and his post will be taken 
over by W. C. Kniefel, assistant 
general manager of sales for the 
Rocky Mountain division. 


Strann Appointed 

Melville M. Strann, recently 
vice-president of Hugo Scheibne!. 
Inc., has been named sales prom0- 
tion manager of Edward Hymna! 
Company, Los Angeles, manufac- 
turer of Medico nurses and proites- 
sional apparel, Pioneer work 
clothing and Surety service «p- 
parel. 


‘Optic’ Joins SNPA 


The Daily Optic, Las Vegas, 
|N. M., has been admitted to mem- 
|bership in the Southern News- 
/paper Publishers Association, fol- 
lowing action of the SNPA board 
to include New Mexico in its 
membership area. SNPA now has 
a total membership of 371. 
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‘ _Jutdoorsman Previews Small 
“oats for 1948.” Included will be 


British Space 
Famine Affects 
Product Demand 


LONDON — The paper shortage 
and space famine in _ British 
periodicals may have an unex- 
pected influence on British econ- 
omy. 

All penny papers continue to 
appear in four large pages, or 
eight smaller ones for tabloids. A 
slight increase has been granted 
more expensive papers, but in no 
case May a periodical use more 
than 40% of paper used prewar, 
and suppliers may only deliver 
314%% of paper used prior to 
1939. 

No new periodicals may be is- 
sued, and no improvement is ex- 
pected for many months, perhaps 
years. As a result, both the num- 
ber of pages and circulations have 
been limited by all publishers. 

The Advertising Association is 
at present endeavoring to dis- 
cover just what influence the 
shortage will have on advertising 
and the economic system, and will 
present a report to the govern- 
ment reviewing its position early 
in 1948. 


Lists Typical Replies 


To date replies from advertisers 
are typified by the following: 

Advertiser A has found space 
size so unsatisfactory that he has 
given his agency instructions to 
look toward other media. 

Advertiser B has been able to 
book space for only two insertions 
yearly and is ready to drop adver- 
tising altogether. 

Advertiser C feels that space 
rates are all out of proportion to 
value. 

Advertiser D suspended ads 
during the war, being exclusively 
engaged in war production. He 
now finds it nearly impossible to 
get back into civilian production 
since he can’t get space to push 
his product. 

Advertiser E says that the lack 
of selling copy causes reckless 
spending by a public no longer 
informed about quality distinc- 
tions. And even though some ad- 
vertisers are unable to satisfy de- 
mand, they concede that the situ- 
ation is only temporary, based on 
the “everything to export’ drive. 


Anthracite Group 
Unveils New Unit 


Finished models of the anthra- 
tube, a new heating unit which has 
delivered coal savings of 15 to 38% 
in home installation tests, are now 
available, according to the An- 
thracite Institute, which discovered 
and developed its basic principle. 
The automatic heater is a complete 


boiler-burner unit, based on a new 
coal-burning principle, which, the | 
institute claims, provides heat for | 
the home with greater economy, | 
cleanliness and convenience. 

Manufacturers now producing | 
the units are the Axeman-Ander- | 
son Associates, Williamsport, Pa.; 


® American Boiler Works, Erie, Pa., 


which distributes through the Ken- 
Will Corporation, Cleveland, and) 
the Delaware, Lackawanna & 


| Western Coal Company, New York. | 


The latter company plans to pro- 
mote the new unit sometime next 
‘pring when production goes into) 
high gear. 


To Preview Small Boais 


_ Outdoorsman, bi-monthly issued 
Sy Outdoorsman Publishing Com- 
Pany, Chicago, plans to inaugurate 
4 Special 16-page section with the 


yy) 


January - February issue, titled 


1unting and fishing boats, small 
‘al cruising, canoeing for sport 
«nd speed boating. 


KSTP Names Raschick 


Walt Raschick, formerly asso- | 
Clate editor of Holiday, has been 
“amed director of the news bureau 


>, —_ KSTP, Minneapolis-St. 
aul, 
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TEXTILE BRAND BUILDING BEGINS IN THE TRADE 


Baily News Record 


<n, AG 


YOU CAN'T RIDE ON ONE WHEEL! 


Advertise your textile brand to 20,000,000 consumers, if 
you like. But, if those consumers can’t find your product 
in the stores of America, your advertising 1s wasted; your 
brand-building boomerangs. 

Before you can tell the consumer about your fabric, 
your domestics, your men’s or boys’ wear, you must do 
two things: get that merchandise into the store; and 
make sure its brand identification is intact. 

DAILY NEWS RECORD — the daily business news- 


paper for top executives in the textile-apparel industry — 


DAILY BUSINESS NEWSPAPER OF THE TEXTILE, 


DOMESTICS, MEN’S AND BOYS’ WEAR INDUSTRIES 


paSe A FAIRCHILD PUBLICATION, 8 EAST 13th STREET, NEW YORK 3, N. Y. 


can do that double-barrelled job for your textile brand, 
whether new or established. It promotes distribution from 
producer-to-retailer; it builds and maintains trade-wide 
brand acceptance that results in point-of-contact identi- 
fication for your product right in the retail store. 

That’s why DAILY NEWS RECORD is the foundation 


of most brand campaigns in the textile-apparel industry. 
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Wisconsin U.'s 
McCarty Explains 


Educational Job 


Radio Station Not 
Competitive; Wins 
Praise for Service 


Cuicaco—A year and a half 
' ago, at Ohio State University’s an- 
nual radio conference, H. B. Mc- 
Carty of the University of Wis- 
-consin was a leader in criticism 
of the commercial broadcasting 
industry. He didn’t expect to be 
invited back and hasn’t been. 

But he might well be, for in a 
recent talk before the Chicago 
Radio Management Club, he had 
nothing to say against the net- 
_ works and, in fact, said much for 
them. 

Mr. McCarty spoke chiefly on 
operations of the University of 
Wisconsin’s Station WHA. That 
operation, perhaps the leading 


a 


- educational radio service in the 


U. S., is not competitive with 
commercial radio, Mr. McCarty 
emphasized. As proof, he sub- 


mitted that in Madison and other 
Wisconsin cities, close cooperation 


..has been achieved with commer- 


, cial stations in the state. 

The operation of WHA carries 
no threat of Communism, an im- 
portant factor when it is pointed 
out that California’s legislature 
recently used that bugaboo in 


_ killing a measure to set up a 


chain of educational broadcasting 
stations in their state. Wisconsin, 
*on the contrary, has set aside 


funds to build four such stations 


and eventually will build a state 
network of seven, to broadcast 
art, psychology, history and other 
information to colleges, schools 
_and the general public. 


Others Do ‘Beautiful’ Job 


. Commercial broadcasters, Mr. 
McCarty declared, cannot be ex- 


, pected to handle radio’s educa- 
.|} tional obligations. 


Some stations 
do a “beautiful” job in this re- 


; _,S8pect, but as a whole the network 


stations 
have the duty of supplying valu- 


jand other commercial 


43 able entertainment programs 


rather than educational material 
—a job that educational AM and 


‘ SR aya a pin iy 


a> 


TESTIFIES—Joan Bennett, movie star, says it's “better-tasting"” in this Roma 
Wine Co. poster, which is being shown nationally in November and December. 
Biow Co., San Francisco, is the agency. 


FM stations must be relied on to 
handle. 

Station WHA, he pointed out, 
has a four-part broadcasting plan 
to accomplish the latter. Its audi- 
ence has become very large, num- 
bering tens of thousands each. But 
Mr. McCarty, director of the Uni- 
versity of Wisconsin’s radio de- 
partment, does not think such 
listenership is competitive with 
Madison or other commercial sta- 
tions. Nor do commercial station 
executives think so. 

WHA’s programs include: 

1. “School of the Air,” con- 
sisting of two daily programs 
broadcast to 4,000 schools in the 
state. It has nearly 400,000 lis- 
teners a week. It successfully 
teaches creative art, nature, music 


appreciation, etc. Rural education | 


has been amazingly enriched by 
these programs, Mr. McCarty said. 


Used by Other Stations 


2. “Adventures in Our Town,” 
a series of programs, directed at 
schools, which aim at racial, re- 
ligious and other such prejudices. 
Already, WHA’s director ob- 
served, the program has been 
found, by a survey for the Na- 
tional Conference of Christians 
and Jews, to have altered defi- 
nitely racial prejudices of grade 
and high school students in the 
state. 

The program uses youngsters as 
actors in special plays broadcast 
from the station, and_ school 
teachers use the broadcasts as 
take-off points for discussions. 
Two commercial stations have be- 
gun rebroadcasting the program 
and five more are negotiating to 
use it, although WHA has made 
no attempt to promote the broad- 
casts, it was said. 

3. “College of the Air,” broad- 


f 


», 
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MEANS BUSINESS 


Fargo Sears and Roebuck Store Wins 
Sears 61st Anniversary Sales Award! 


The Fargo Sears and Roebuck store was 
assigned the largest quota of any store 
in the Sears northwest zone—which in- 
cludes North and South Dakota, Minne- 
sota, Wisconsin, and parts of Michigan 


and lowa. 

The Fargo store exceeded its quota by 
the greatest percentage. Manager Bronko 
Danovic was awarded a week’s vacation 


trip to 


Minneapolis 


and Chicago 


with all expenses paid. 


THE FARGO FORUM 


Published Morning, Evening and Sunday 


FARGO, NORTH DAKOTA 


Affiliated with Radio Station WDAY 


Representatives, Kelly-Smith Co. 


| 


cast thrice weekly from class- 
rooms at the university—complete 
with scuffling of feet and chairs 
by students, sound of hourly bells 
and professors’ stammerings. Mr. 
McCarty said that even taxi 
drivers—as well as many college 
graduates and others—are avid 
listeners to the program. ‘“Tens 
of thousands” listen regularly, he 


declared. 

4. Various news, music and 
farm progranis, comparable to 
such programs broadcast on other 
educational and commercial sta- 
tions throughout the U. S. 


RADIO EDUCATORS 
ELECT R. B. HULL 

Cuicaco — The National Asso- 
ciation of Educational Broadcast- 
ers elected Richard B. Hull, di- 
rector of WOI, Iowa State College, 
Ames, Ia., president, at its annual 
meeting here. 

The association represents 33 
educational stations—operated by 
universities, cities or other edu- 
cational groups—and 30 affiliated 
educational organizations which 
use commercial stations to broad- 
cast their programs on a sustain- 
ing basis Membership has 
doubled in the past year. 

Meeting concurrently here, the 
School Broadcast Conference, 
composed of educational broad- 
casters, radio teachers and others, 
gave its annual award for out- 
standing educational service to 
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radio to Clifford Durr, member 
of the Federal Communications 
Commission. 


‘Puck’ Will Sell Ads 
in Dallas Comics 


The sales staff of Puck—the 
Comic Weekly will sell advertis- 
ing nationally in the Sunday color 
comic section of the Dallas Times- 
Herald, effective Jan. 1. The Dallas 
paper thus becomes the first of an 
optional group to be associated 
with Puck. 

All advertisers in Puck who 
place orders for the Sunday Dallas 
Times-Herald will be entitled to a 
10% discount from the Dallas pa- 
per’s current comic rates. Be- 
ginning Jan. 1, the Times-Herald’s 
comic section will be at least 50° 
larger than at present, or a min- 
imum of 12 pages instead of eight, 
and will contain an average of 20 
or more features every issue. 


Conners Quits Eastern 


Norbert J. Conners has resigned 
as sales promotion and advertis- 
ing manager of Eastern Stainless 
Steel Corporation, Baltimore. 
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_IT SHOWS ON YOUR 5,3 


To 18 million families living in Metropolitan 
Markets—242 counties ‘under the influence of 
cities over 50,000 population, 


98% «179% 


CIRCULATION COVERAGE 
in any size city or town. 


over 1,000 


S.T 


asked for it. 


advertising-marketing 


138% « 180% 


CIRCULATION COVERAGE 


Metropolitan Markets. 


ain 


in all places over 
1,000 population. 


To 6-7/100 million families living in places 


population, beyond the influence of 


ei "Si ites. 


GRI T is the only national publication concentrating its more than 600,000 circulation 
in that undercovered market. GRIT is a must on any basic list. If you are appealing ‘o 
mass markets for soaps, cigarettes, packaged foods, you can’t afford to pass up this 
12% of your national, non-farm market—the True Small Town Market. 


(SMALL TOWN OR SUBURBAN TOW 
e GIVES YOU THE ANSWE! 


e Two of America’s leading advertising agency marketing-™ 


e Department of Commerce officials approved the method. 


@ American Marketing Association meetings in New York, Chic#? 
and Philadelphia acclaimed it as a great contribution (0 ' 


problem. 


e A GRIT Representative will see that you get a copy for ' 
asking. It’s a story which fits into your selling-plans now! 


That's exactly what you do with thy ye 
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Texsun Expands 
Citrus Campaign 


WesLaco, TeEx.—Texsun Citrus 
Exchange, a cooperative of 3,000 
grapefruit and orange growers, 
has enlarged its advertising cam- 
paign for the 1947-48 season. 

For the first time, oranges will 
be advertised under the Texsun 
prand name. Previously, only 
grapefruit juice and fresh grape- 
fruit were advertised under the 
name. 

Newspapers will again get the 
major part of the budget. The 
number used has been increased 
to about 325, covering major cities 
in 33 states from western Penn- 
sylvania to California. Some copy 
will feature movie stars who come 
from Texas. 

An expanded radio campaign 
will include 50 to 60 stations for 
spot announcements which fea- 
ture testimonials by Hollywood 
personalities on Texsun grape- 
fruit juice. Some farm publica- 
tions also will advertise Texsun 


citrus pulp for dairy and cattle 
feed. 

Dealer service sales drives will 
be conducted in various states, 
patterned after the first such 
drive in Ohio. The campaign is 
expected to boost the exchange’s 
business to more than $20,000,000, 
according to S. W. Hepworth, 
vice-president of Dallas and Wes- 
laco offices of Grant Advertising, 
which handles the account. 


Names House & Leland 
House & Leland, Portland, Ore., 
agency, has been named to handle 
advertising and publicity for a 
new portable grandstand using 
glue-laminated wooden seats, pro- 
duced by Timber Structures, Inc., 
for distribution by Frank D. 
Cohan, distributor of school and 
gymnasium equipment. 


Gets Aluminum Account 

Cummings, Brand & McPherson, 
Chicago, has been appointed to 
handle the advertising of Advance 
Aluminum Castings Corporation, 
Chicago, manufacturer of Super 
Maid cookware. 


Starts Service Series 


The Yankee Network has in- 
augurated a new series of public 
service programs in cooperation 
with the Smaller Business Asso- 
ciation, to be aired Sunday after- 
noons, 1:30-2 p.m. The series, 
originating at WNAC, Boston, will 
present round table discussions of 
small business affairs in the six 
New England states. 


Rolph Stoddard Changes 


Rolph D. Stoddard has resigned 
as assistant to R. F. Laws, adver- 
tising, promotion and _ publicity 
manager of Station KGO, San 
Francisco, to become advertising 
and sales promotion manager of 
California Electric Supply Com- 
pany, San Francisco, distributor 
of Crosley radios and appliances. 


Browning in New Post 


John R. Browning, for the past 
two years advertising manager of 
the Dispatch, Henderson, N. C., 
has resigned to head the advertis- 
ing activities of the PHR Cradle 
Shops Corporation and the Rose 
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GRIT WILL INCREASE YOUR 
COVERAGE ON SUCH A LIST BY 18%, 
ATAN INCREASED COST OF ONLY 1.7 
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CIRCULATION COVERAGE in True Small Towns 
under 1,000 population, where 1 out of 8 of your 
prospects lives. 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 


Small Town America’s Greatest Family Weekly with over 600,000 circulation 
GRIT is the most truly national of all Small Town publications 


(Ladies’ H. J.,Woman’s H.C., McCall’s, 
Good Hskpg., True Story, Life, Sateve- 
post, Collier’s, Time, Liberty, Amer. 
Wkly., and This Week) 


Center, Norfolk, Va. 


cocks by 

HOLEPROOF 
Jams Srawarr 
“Maas ic Tow s 


Sen “MEN'S SOLS HY 
HOLERROOF FIT INTO My 
STYLE MCTIi‘Ng FOR 

PV ERY OFY AStON” 


WHOSE FOOT?—That is Jimmy Stew- 

art at top, all right, but Holeproof 

Hosiery Co. doesn't identify foot be- 

low in opening winter magazine drive 

for men's socks. Ruthrauff & Ryan 
is the agency. 


Holeproof Socks 
Get Testimonial 
by Jimmy Stewart 


MILWAUKEE—The face of movie 
star Jimmy Stewart and an un- 
identified foot are featured in the 
opening ad in a new Holeproof 
Hosiery Company winter cam- 
paign tying in with RKO’s film, 
“Magic Town.” 

Mr. Stewart is featured in the 
| film. The tie-in was made be- 
cause of Holeproof’s long use of 
“magic wear” in promoting its 
men’s socks. Copy includes a tes- 
timonial for the socks by Stewart, 
| but the “magic wear” slogan will 
be used only in testimonial letter 
cards furnished for dealer use. 

The first ad, which shows a 
dozen socks, one on a close-up 
foot, ran in the Oct. 28 Look. 
Other full-color pages appear 
in The Saturday Evening Post 
last week; in Collier’s Nov. 22 and 
in the January Esquire. Both 
Holeproof and RKO will use 
broadsides notifying dealers and 
theaters of the tie-up campaign. 

Ruthrauff & Ryan, Chicago, 
handles the account. 


Flarsheim Joins R&R 


Henry Flarsheim, formerly vice- 
| president and treasurer of H. M. 
|Gross Advertising Agency, Chi- 
/cago, has joined Ruthrauff & Ryan, 
Chicago, as an account executive. 
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Keystone’s Head 
Urges New Radio 


Groups Be Formed | 


PirtsBurGH—Michael M. Siller- 
man, president of Keystone Broad- 
casting System, New York, 
urged enlargement of the National 


Association of Broadcasters to en- 
compass all segments of the broad- | 


casting industry in a talk before 
the Radio and Television Club 
here. 

The transcription network’s 
president declared that the 
“broadcasting industry is burst- 
ing at the seams” with new serv- 
ices and functions that have de- 
veloped in recent years. 

Mr. Sillerman said the present 
organizational setup of NAB has 
proved too limited for handling 
special complex broadcasting 
problems. At NAB’s recent con- 
vention, he pointed out, members 
“found the meetings too spread 
out physically and too general in 
substance to serve their individual 
needs and interests.” 

He pointed out that Keystone 
has 300 small station affiliates, out 
of some 600 such stations; that 
NAB has done very little to study 
the problem of these stations and 
there is sufficient work for a per- 
manent association in the small 
station field, as there is also for 
clear channel stations, transcrip- 
tion companies and other groups. 

He proposed establishment of 
several ‘‘sub-associations” which 
would use NAB at a _ top-level 
supervisory and coordinating posi- 
tion. 


Schwartz Appointed 


Albert H. Schwartz, formerly 
managing editor of Premium 
Practice and Business Promotion, 
and on the advertising staff of 
Billboard, has joined Independent 
Grocer, New York, as assistant to 
the publisher and national adver- 
tising manager. 


Adds Mutual Benefit 


Ruthrauff & Ryan, Chicago, has 
been appointed to handle adver- 
tising for Mutual Benefit Health 
& Accident Association of Omaha, 
effective Nov. 15. 


Names Bloch Agency 


-- 


St. 


Metal Goods Corporation, 
Louis, has appointed H. George 
Bloch Advertising Company, St. 


Louis, to handle its advertising. 
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Parnall Joins Young 
Mark Parnall, on Chrysler Cor- 


the war, and recently engaged in| Francisco. 


advertising research in San Fran- 
cisco, has been named an account 
; ‘ executive with the Robert B. 

poration’s advertising staff before| Young Advertising Agency, San 


Eventually—WHY NOW? 


It may as well be mow! The “wealthiest and 
most-influential market of all” should be a basic 
part of your advertising program... get the facts 
about this DOUBLE-ACTION market now. 
Write for your copy of this new market brochure: 


‘“*‘HOW TO WIN HOLLYWOOD SALES AND 
INFLUENCE NATIONAL BUYING HABITS’’ 


Tia de= PORTER 


The Daily NEWS Paper of the Motion Picture Industry 
6715 SUNSET BOULEVARD @ HOLLYWOOD 28 @® CALIFORNIA 


Apple Pickers 
Answer Ads, and 
the Pack’s Done 


WENATCHEE, WasH.—If you want 
to know whether advertising pays, 
just ask Jim Wade, one of the 
biggest growers, packers and 
shippers of apples in the nation’s 
biggest apple state. 

The Wade orchards have 700 
acres in apples. This year the 
trees were laden with 500,000 
bushels, worth pretty close to 
$1,000,000, hanging from the 
branches. 

Picking began early, and so did 
bad weather. For nearly three 
weeks during the height of the 
picking season, rain fell. Migrant 
orchard workers started heading 
south. By mid-October, Mr. Wade 
still had more than 200,000 bushels 
on the trees, and at best not more 
than two weeks to go before 
freezing weather. 

Some orchardists started rais- 
ing the price for pickers from 10 


FINE APPAREL 
FOR AMERICA 


When the Junior Miss looks crisp and pretty 
... when Betty Co-ed stuns the Sigma Nus... 
when papa gets that gay new hunting shirt. . . 
or when mother steps out in the finest sealskin 
furs... St. Louis frequently was responsible. 
Big St. Louis is one of America’s GREAT 
clothing manufacturing centers with 14,405 
workers annually producing merchandise worth 


$61,944,759 (1939 U.S. Census dollars). 


THE ST. 
STAR-TIMES 


Alert advertisers in the big St. Louis market of 
over a million and a half people must make 
an adequate effort to reap rich rewards. The 
St. Louis Star-Time’s 176,000 circulation reach- 
ing over a half million readers daily is essential 
to such an effort. Concentrated 84.5% in the 
profitable St. Louis ABC retail trading zone, 
The Star-Times is strongest where contacts are 
easiest and income high. 


LOUIS 


For A Complete Selling Job 
In Big St. Lovis You Need 


HE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 


Advertising Age, November 10, 1947 


and 12 cents a bushel box up to 
15, 18 and even 20 cents. Mr. 
Wade figured it would take more 
than that to bring workers in. 
With the aid of J. Walter Thomp- 
son Company, Seattle, which 
handles advertising for the Wash- 
ington State Apple Commission, 
he placed large-space advertise- 
ments in daily papers of Seattle, 
Tacoma and Spokane. He asked 
for 800 pickers—at once. He 
offered 10 and 12 cents a box. 

Help flooded in. At the peak, 
800 men and women were picking, 
and on the biggest day 40,000 
bushels came off the trees. By the 
last week in October, well ahead 
of the deadline, every box of 
apples was in. 


Keegan Organizes New 
Birmingham Agency 

John J. Keegan, partner in the 
now-dissolved Barnett & Keegan 
Agency, has organized Keegan 
Advertising Agency in Birming- 
ham, Ala. Herbert Martin Jr., 
also formerly connected with Bar- 
nett & Keegan, is copy and pro- 
duction director of the new 
agency. 

Accounts handled by the new 
concern are J. F. Day & Co., fur- 
niture; Bama Company, preserves; 
Buffalo Rock Company, ginger 
ale; W. Allen Rogers Industries, 
farm implements and refrigera- 
tion equipment; American Maca- 
roni Company; LuJo Craft Metal 
Furniture Company, and Southern 
Farmer. 


a . * 
Starts New ‘Pictorial’ 

The Bettmann Archive, New 
York historical picture agency, has 
launched a new house publication, 
“Bettmann Pictorial,” to be issued 
bi-monthly. The four-page maga- 
zine gives a cross-section of the 
Archive’s collection of photo- 
prints in the style of an old-time 
magazine. Copies will be sent 
without charge by the Archive, 
211A E. 57th St., New York 22. 


New Corning Policy 


Corning Glass Works, Corning, 
N. Y., has adopted a new sales 
policy for its new eight-piece Pyrex 
|refrigerator and oven set, under 
/which it will saturate its eastern 
|district before starting distribu- 
| tion elsewhere. 


Wings Shirt Co. 
Buys Shirer Show 


New York—Starting Jan. 4, 
William L. Shirer will interpret 
the news over Mutual under the 
sponsorship of the Wings Shirt 
Company. The program will be 
aired Sunday from 1 to 1:15 p.m., 
EST. 

Wings shirts and pajamas will j 
be advertised on the program. Wil- 
liam H. Weintraub Company has 
been appointed agency for Wings. 

Mr. Shirer, whose CBS news- 
cast was dropped by the J. B. Wil- 
liams Company this spring, will 
be broadcast sustaining over MBS 
starting Nov. 30. 

Wings Company plans to carry 
the newscast over 250 stations but 
may augment the list later. Deal- 
ers will receive extensive promo- 
tional material tying in with radio 
promotion. 


Seeks Video Permit 


WDIA, 250-watt Memphis sta- 
tion which began operations last 
June, has filed an application with 
the FCC seeking a construction 
permit for a commercial television 
station. 


Foster to Ollendorf 


Foster Boat Company, Charle- 
voix, Mich., manufacturer of cabin 
cruisers, rowboats and outboards, 
has appointed C. J. Ollendorf-Ad- 
vertising, Chicago, to handle its 
account. 


TYPOGRAPHIC 
SALES REPRESENTATIVE 


Typographic Plant now seeks a 
man with good connections as our 
typographical sales representative. 

Enlarged facilities now makes it 
possible to handle considerable 
more composition. Highest effi- 
ciency standards and skilled per- 
sonrel would help increase earn- 
ings through client satisfaction. 
Press proof facilities unlimited and 
fast. Salary against commission. 
Write in strictest confidence. Box 
6815, Advertising Age, 100 E. Ohio 
Street, Chicago 11, Illinois. 
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THE VERITONE COMPANY 


Henry's Boss had no imagination. Just couldn't visualize 


a color offset job until it was off the press, then 


always wanted to change the colors ‘‘just a shade."* 


This had Henry buffaloed until he learned that 
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Field & Stream’s 


CIRCULATION 
GROWTH 
600,000 
smn t 
400,000 VA 
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200,000 


7 8 e eH Rew Hh HT 
*For the first six months of 1947 


The Field & Stream circulation pol- 
icy: “Not to print the most copies, 
but to cover the market represented 
by the top-flight sportsmen with the 
desire and the money to buy—the 
men whose advice has a powerful 
influence on the buying of less-expe- 


rienced friends.” That’s progressive 
cabin publishing! — 
or The circulation of Field & Stream 


le its 


IS AMERICA’S 
NUMBER ONE 


SPORTSMAN’S 
MAGAZINE! 


FIELD « STREAM 


i 


2 
Re 
— 
@e ae 


has increased soundly every year for 
more than 37 years. Because there 
are more top-flight sportsmen active 
today, Field & Stream’s total circu- 
lation is by far the largest in its his- 
tory. That’s progressive publishing! 


Field & Stream offers advertisers the 
magazine that produces sales, and 
offers a generous bonus circulation 
well beyond its ABC guarantee. 
That’s progressive publishing! 


Field & Stream’s circulation policy, 
like all its policies, has been created 
by the most progressive publishing 
vision in the sportsman’s magazine 
field. 


Field & Stream can be measured by 
many yardsticks—advertising lead- 
ership... editorial content... dealer 
influence . . . income of subscribers 
... reader desire studies .. . reader 
service ... reader response . . . pub- 
lishing leadership . . . editorial staff 
-++ prestige... sales results. 


’ The most important measurement of any 
magazine is—“sales results.” Sales results 
is the reason more advertisers used more 
space in Field & Stream the first nine months 
of 1947 and for the past 37 years than in 
any other sportsman’s magazine! 
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Printers Raise 
Emergency Fund; 
Uses Unknown 


WASHINGTON—The Printing In- 
dustry of America is engaged in 
raising an emergency fund, as yet 
undetermined in size, and PIA is 
rather obscure as to what its pur- 
poses are. 

However, last month PIA Presi- 
dent Donald L. Boyd notified 
members that “you will be re- 
ceiving from me a letter, with in- 
voice, requesting that you pay a 
substantial sum to the PIA emer- 
gency fund ... to be disbursed 
by the PIA executive committee 
for the urgent purposes of the as- 
sociation and its industrial rela- 
tions section.” 

Explaining that there would 
certainly be questions as to how 
the money would be spent, Mr. 
Boyd continued, “It is thoroughly 
obvious to all of you that the 
Union Employers Section is almost 
certain to make requests to the 
PIA executive committee for large 
sums. In general, certainly the 
most urgent problem confronting 
us is industrial relations. Its 
urgency is evident in nearly all 
sections of the country. We must 
be ready! 

“How much do we need? We 
don’t know. My personal opinion 
is that we should have hundreds 
of thousands, and I’d be most 
happy if we did not have to spend 
a cent. The mere existence of 
such a fund would add strength 
to the industry which it has 
needed for many years. But, re- 
alistically, I believe we should be 
able to raise more than $250,000, 
and we should not be surprised if 
every cent of it is spent in a short 
time. If there ever was a time 
when printing companies could 
afford it, now is the time.” 


TruVal Shirt Ups Ad 
Budget 75% for ‘48 


TruVal Manufacturers, I nc., 
New York, division of Publix Shirt 
Corporation, will increase its ad- 
vertising appropriation next year 
75% over the 1947 budget (itself 
a previous record), to feature 
$2.65 and $2.95 dress shirts. Cam- 
paign plans call for intensive two- 
color schedules in Life and The 
Saturday Evening Post, to be sup- 
plemented by spot radio. 

Weiss & Geller, New York, is 
the agency. A 


- campaigns, designs, art, — 
production, distribution — 
«+. for forty-five years. 
CHICAGO SHOW 
PRINTING CO. 


" 2639 N Kildore Ave Chicege 39 
Spevicwng 1600 


Names Sales Chief 


C. V. Edwards, formerly with 
the Canadian National Carbon 
Company, has been appointed 
Canadian sales manager of Mantle 
Lamp Company of America, To- 
ronto. 


Stewart Names Agency 


Stewart Products Corporation, 
Greenwich, Conn., maker of mer- 
chandising machines, has _  ap- 
pointed Thomson, Sava & Valenti, 
New York, as its agency. 


‘Times,’ with 27%, 
Gets Record Share 
of NY Ad Volume 


New YorkK— The New York 
Times is making promotional cap- 
ital of the fact that in the first 
nine months of 1947 it carried 
27.37% of all full-run advertising 
in eight general New York City 
dailies. This, the Times tells AA, 
is its largest share since these 
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records were first kept, in 1918. 

Marshall Field’s PM, which 
started to carry advertising some 
months ago, is not included. 

For the nine-month period, total 
advertising in the Times rose 4,- 
700,840 lines to 23,709,875; in the 
Herald Tribune 115,400 lines to 
15,879,334, or 13.88% of the full- 
run total; Journal-American, 1,- 
171,151 to 10,003,034; News, 1,- 
447,413 to 8,978,882; World-Tele- 
gram, 605,878 to 8,580,917; Post, 
602,981 to 6,122,884, and Mirror, 


1,298,409 to 5,039,930. The Sun’s 
total linage declined 118,051 in 
this period to 8,315,333. 


Transfers Lamons 


Robert P. Lamons, a member of 
the Chicago sales staff of Andrew 
Corporation, Chicago, has been 
named exclusive representative 
for the Andrew line of coaxial 


transmission line and antenna 
equipment in the East. He wil] 
make his headquarters in New 


York. 


- 
; 


McGRAW-HILL PUBLICATION: 


Headquarters for Industrial Information 
330 West 42nd Street—New York 18, N. Y. 
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Texas Vegetable, 
Fruit Growers to 


Use State Drives 


HARLINGEN, 'TEX.—Independent 
shippers of Texas citrus fruits and 
vegetables have adopted a plan to 
advertise their brands in state re- 
tail grocery publications, accord- 
ing to Austin Anson, executive 
manager of the Texas Citrus and 
vegetable Growers and Shippers. 


In a recent bulletin to members, 
Mr. Anson listed the names of 23 
such publications and their page 
rates. Independent shippers are 
to select those serving areas in 
which they now have, or hope to 
develop, distribution of their prod- 
ucts. Each shipper will advertise 
on his own account, since the as- 
sociation’s charter forbids it to ex- 
pend any of its funds for advertis- 
ing or publicity. 

The shippers’ campaign is in 
lieu of a proposed industry-wide 


advertising program which would 
have been launched if authorized 
by the state legislature. The as- 
sociation had prepared legislation 
permitting the industry to spend 
up to $500,000 annually for adver- 
tising. 

The program was not submitted 
to the lawmakers, however, be- 
cause of obstacles in the state con- 
stitution and opposition of the 
Texsun Citrus Exchange, which is 
using a $400,000 ad appropriation 
this season. 


Although the cooperative mar- 
keting group did not advance it as 
one of the reasons for its opposi- 
tion, its members would have been 
forced to contribute to two differ- 
ent advertising programs or Tex- 
sun would have been compelled 
to drop its own campaign if the 
industry program had won legis- 
lative approval. 


Grey Promotes Two 
Eileen H. Nolan and Robert B. 
Arbib Jr., copywriters with Grey 


Believe us, you don’t have to grope in the dark when you build an 
advertising schedule. Under the white light of analysis, the facts are available 


and need only to be applied to your sales problem. 


Today more than ever, the time and money you invest in advertising 


must produce its full share of the kind of product acceptance and customer 
confidence that leads to more sales. Building your 1948 advertising 
schedules to do that kind of job simply means: — 


1—Determining your most fruitful markets and your most influential 


buying factors. 


2—Concentrating your effort in the ONE best publication reaching each 


of these markets. 


3—Using adequate space to insure your story being both seen and read. 


One safe schedule-building rule to follow is this: Examine carefully 


and critically every publication serving your field. 


Ask your McGraw-Hill man for a copy of the new 
booklet “Mechanized Selling at Work.” Your top 
managenient will be interested because it’s a frank 
appraisal of the ability of advertising to lower 


the unit cost cf sales. 


35 


Advertising Agency, 
have been appointed copy super- 
visors. Miss Nolan will be respon- 
sible for cosmetic, fashion and 
other women’s accounts, and Mr. 
Arbib will handle accounts deal- 
ing with men’s interests. 


5 Name Rodkin Agency 

Sander Rodkin Advertising 
Agency, Chicago, has been ap- 
pointed to direct the advertising of 
Consumers Furniture Company; 
Tricraft Products Company, man- 
ufacturer of antennas for FM and 
television; Johns Hosiery Com- 
pany; Moto-Vim Mfg. Company, 
manufacturer of Moto-Vim motor 


lubricant, and Sans Company, 
women’s, misses’ and children’s 
shoes. 


Joins Bigelow-Sanford 
Peter C. Wright, formerly pub- 
licity director of American Pe- 
troleum Industries Committee, 
and a director of Hamilton Wright 
Organization, Inc., New York pub- 
lic relations firm, has been named 
to the newly created post of press 
relations manager of Bigelow- 
Sanford Carpet Company, New 
York. 


Brings Business 
“Invisibles” Into 
Sharp Focus 


A Service for Executives Whose 
Lines are Sold thru Retail Stores 


@ ACB reads every advertise- 
ment published in the 1,738 
daily and Sunday newspapers 
of the U.S. and can furnish you 
with any information therein. 


For example, here is a prime 
source for knowledge of distrib- 
utor and retail trade connec- 
tions... here you can tell ex- 
actly how your dealers are co- 
operating with you as compared 
with your competition. Here is 
the source for new products 
offered . . . new sales plans be- 
ing tested out. 


These and many other impor- 
tant developments are revealed 
in detail by ACB’s Newspaper 
Research Reports should they 
appear anywhere in daily news- 
paper advertising. 


ACB reports have been used by 
leading merchandisers for many 
years. They are made up to your 
own specifications as to infor- 
mation or areas covered. A cat- 
alog covering 12 services will be 
sent executives on request. 


Send for Catalog 


Gives details of 12 re- 
search services—covers 
wide range of subjects 

tells how to estimate 
cost —suggests many 


applications of informa- 
tion furnished — gives 
names of satisfied users. 


79 Madison Ave, NEW YORK (16) 
538 S. Clark St., CHICAGO (5) 


16 First Street, SAN FRANCISCO (5) 


he ; 
ADVERTISING — 
CHECKING BUREAU © 
INC. 


New York, , : 
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*From trade paper ads 
addressed to their dealers. 


*"We have chosen THIS 
WEEK in order to dis- 
tribute our color ads 
with leading Sunday 

newspapers—our retail customers’ 
most important medium for adver- 
tising, and our consumers’ most 
important medium for shopping." 

G. V. Cowper, Jr. 
Advertising Manager 
Bates Fabrics, Inc. 


*"We got results from the day of 
our first THIS WEEK ad... 
brokers wrote us, new markets 
and new outlets were opened. 
When goods have got to move, 
we'll take THIS WEEK every time 
— and you can quote me on that." 


Anthony J. Morici, Pres.. 
Hershel California Fruit 
Products Company 


— “a S o® =>, —— | 
a g6ts INN) (iene 
. offs Bee | SE 
oS i Sy i 

(cL a 10 

iz offs tom _=GROCERY 
ff | Si Vy, S ) ae Claes ; —% ‘\ 

: CK we fap WY ls e mf 

al ay, aay oe. am 
| Mein we Bl 4 
q } es oy of i 

&g Kaus 

| a a 
i 


fas your 1948 list enough 


o* ‘Coverige’? 


Magazine ads, in 1948, will have to sell, 
as well as be seen. 


One sure way to do that is to put your 
campaign in the magazine that gives 
you a “5th Cover”. The magazine that 
comes wrapped inside the local Sunday 
newspaper. 


That means you have two media work- 
ing for you instead of one. 


You have all the color, long life, 
reader interest of a leading national 
magazine. (And more coverage than 
most magazines — over 8% million 
families; over 19 million readers; every 


The Atianta Journal 


THIS WEER 
pov 5 nition cino.sion Gar 


“AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


Des Moines Sunday Register 


4th home in the nation. ) 


And then, you get that “extra ingre- 
dient” on the house—the local sales im- 
pact of 24 great metropolitan newspa- 
pers. You reach the family on its weekly 
shopping trip through the Sunday paper. 
You reach the dealers where they can 
really tie in with you— in their favorite 
local advertising medium. 


Take a tip from those advertisers over 
there on the left. In TH1s WEEK Maga- 
zine your ads will rate high not only 
with Starch—but with your Sales De- 
partment. 


over: sich MILLION READERS 


caall 


The Philadelphia Sunday Bulletin 


The Baltimore Sunday Sun The Detroit News The Pittsburgh Press 

The Birmingham News The Indianapolis Star Portland Oregon Journal 

The Boston Herald Los Angeles Times Rochester Democrat & Chronicle 
The Chicago Daily News* The Memphis Commercial Appeal St. Louis Globe-Democrat 

The Cincinnati Enquirer The Milwaukee Journal San Francisco Chronicle 
Cleveland Plain Dealer Minneapolis Sunday Tribune The Spokane Spokesman-Review 


The Dallas Morning News 
*Saturday Edition 


New York Herald Tribune 


The Washington Sunday Star 
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38 
Four Counties 


Form Institute 
To Assemble Data 


Youncstown, O.—Industrialists 
of one Pennsylvania and three 
Ohio counties have set up a new 
organization with a single pur- 
pose—to give the public the basic 
facts about. business and industry. 

William J. Sampson Jr., presi- 
dent, American Welding & Mfg. 
Company, Warren, O., will serve 
as president of the new organiza- 
tion, called the Industrial Infor- 
mation Institute. Trustees have 
named Ralston B. Collins, previ- 
ously with Carnegie-Illinois Steel 
Corporation and the Youngstown 
Chamber of Commerce, as direc- 
tor of the institute. 

The institute will assemble data 
on the business volume, earnings, 
payrolls, taxes, etc., in Mahoning, 
Trumbull and Columbiana coun- 
ties in eastern Ohio and the neigh- 
boring county of Mercer, Pa. Fif- 
ty-seven industrial, mercantile and 
banking companies in those four 
counties have already contributed 
to support of the institute, based 
on the number of employes, and 
others are expected to join during 
coming months. 

Employes of the participating 
companies represent more than 
25% of the working force in the 
four counties. 


Terms Industry Remiss 


In announcing formation of the 
institute, Mr. Sampson said he be- 
lieves industry “has long been re- 
miss in giving the public sufficient 
facts about its operations.” 

“We intend first,” he said, “to 
collect a considerable amount of 
information which heretofore has 
not been available or has not been 
put into a form easily understood 
by the public. We want every 
man, woman and child in this area 
to know the facts of what busi- 
ness and industry contribute to 
our well-being. ... 

“The cities and towns of these 
four counties are taking the lead 
nationally in this type of endeav- 
or. Our program and its progress 
here will be watched with inter- 
est by those in many other cities 
and industrial areas who are con- 
fronted with the same necessity of 
setting forth true facts concerning 
their businesses and _ industries, 
and what they mean to the pros- 
perity of each area.” 

Policies of the institute are to 


gna, 
REACH THE 


* The Post is edited for 
the active buying half of 
Cincinnati—the 153,000 
alert families who ac- 
tively respond to adver- 
tising. 


incinnati 
Post 


meacues 56% oF cincinnati 


be established by a board of 21 
trustees and an executive commit- 
tee of eight members, headed by 
Mr. Sampson. Offices have been 
opened at 802 Union National 
Bank building here. 


Barnes Transferred 


Tom Barnes, for 18 years with 
the display advertising depart- 
ment of the Toronto Star, has 
been transferred to the newspa- 
per’s Montreal advertising office 
as representative. 


Executives Advanced 


Industrial Adhesives Ltd., To- 
ronto, has appointed J. A. C. 
Walters president; Charles L. 
Kaithoff, vice-president in charge 
of production, and Ernest A. Rad- 
ford, vice-president in charge of 
sales. 


Names Hicks Agency 

Studio Weil Gloves, New York, 
has appointed Hicks Advertising 
Agency, New York, to handle its 
account. 
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Ayer Names V.P.s 


N. W. Ayer & Son has elected 
James E. Hanna and John D. Up- 
ton as vice-presidents. Both are 
in the New York office, Mr. Hanna 
in the radio department and Mr. 
Upton in New York service. 


Kenvyn Joins O’Brien 

Ronald Kenvyn has_ joined 
O’Brien Advertising, Vancouver, 
B. C., as assistant to W. L. Mac- 
Tavish, director of public rela- 
tions. 


Opens Toronto Office 


Photo Journal, Montreal, will 
soon open a Toronto office at 1] 
Nelson St., with Ken Maclaren, 
recently with York Broadcasters 
Ltd., as representative. 


Agencies Join Forces 


J. J. Gibbons Ltd., Canadian ad- 
vertising agency, has become af- 
filiated with Alfred Pemberton 
Ltd., London agency, with each 
servicing the other’s accounts in 
its own territory. 
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Six month’s average net paid 


Reader popularity of Popular Mechanics is shown by this comparative chart of circula- 
tion growth with the second magazine in the field. Popular Mechanics has topped the 
million mark for six months—an attainment entirely without special promotion or cut 
rate offers. Except for production limitations the growth would have been even greater. 

And Popular Mechanics not only delivers a big man-market but gives you extra 


readership for your advertising. 


Your advertising gets more readers per thousand circulation in Popular Mechanics be- 
cause our readers—having the P.M. Mind—read ads deliberately. 
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Claflin Heads Sales 


Alexander E. Claflin has been 
appointed sales manager of the 
new and used machine tool de- 
partment of United Machinery & 
Tool Corporation, Worcester, 
Mass. 


Appoints Headley-Reed 

Station WCON, Atlanta, has ap- 
pointed Headley-Reed Company 
as its national representative. The 
Georgia station is a 50,000 watt 
ABC affiliate. 


Milk Foundation 
Announces Dairy 
Ad Winners 


Miami BeacH—Winners of the 
annual advertising contest and re- 
view conducted by the Milk In- 
dustries Foundation were an- 
nounced here last week at the 
foundation’s convention. 

First award winners 
newspaper advertising 


were: 
in cities 


over 250,000 population—Bowman 
Dairy Company, Chicago; news- 
paper advertising in cities under 
250,000 population—Shurtleff Ice 
Cream Company, Janesville, Wis. 

By-products newspaper adver- 
tising—Supplee-Wills-Jones Milk 
Company, Philadelphia; outdoor 
advertising—R. W. Jones, Inc., 
Buffalo; institutional booklets— 
The Borden Company, Columbus, 
O.; store cards and posters—Bor- 
den’s Farm Products, New York 
City; car cards — Supplee-Wills- 


Jones Milk Company, Philadel- 
phia; wagon cards—Borden’s Farm 
Products, New York City; circu- 
lars distributed to consumers, 
(milk) — The Borden Company, 
Columbus, O.; (cream)—Herlihy 
Brothers, Inc., Somerville, Mass.; 
(cottage cheese)—Sheffield Farms, 
New York City; (butter)—The 
Borden Company, Chicago; (sour 
cream )—Bowman Dairy Company, 
Chicago; (chocolate milk) — The 
Borden Company, Chicago; (mis- 
cellaneous) — The Borden Com- 
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pany, Chicago. 

Judges of the contest were: 
Mrs. Harold V. Milligan of New | 
York, representing women’s clubs; 
Mrs. Barbara Daly Anderson, | 
Parents’ Magazine; Blanche 
Stover, Practical Home Economics; 
Eloise Davison, New York Herald 


G. Mortimer, Advertising Council; 
Richard Scheidker, American As- 
sociation of Advertising Agencies, 
and Elon G. Borton, Advertising 
Federation of America, who was 
chairman of the committee. 


Schenley Adds O’Leary 


Edward J. O’Leary, formerly 
president of Somerset Importers, 
New York, has been elected presi- 
dent of Schenley Import Corpora- 
tion, New York, succeeding Theo- 
dore C. Wiehe, elevated to chair- 
man of the board. Mr. O’Leary 
was general sales manager of 
Pathe, Inc., before joining Somer- 
set in 1933. Mr. Wiehe is also presi- 
dent of Schenley International 
Corporation and a vice-president 
of Schenley Distillers Corporation. 
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You can locate them for yourself in Shopping Centers and Shopping 
has nine great market areas with operat- Streets, laid down on 473 individual 


ing Sales Controls covering 3,037 Sales division maps. 
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1 Interested in’ 


: _ Through actual fieldwork (coverage of 541,604 city 


LTC Se ome a 


* 
—_ 


blocks)—these operating Sales Controls have 


arranged in lists a total of UN 


445,456 retail outlets. 
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The most specific and flexible marketing aid of our times is ready for your 


* 


use—operating Sales Controls on any one or all of these nine great 


markets whose people do 41% of America’s consumer buying. 


Here are 473 block-by-block sales maps, with 3,037 Shopping Centers 

and Shopping Streets mapped—vital data by neighborhoods 

on stores of almost every kind—economic data on 9,823,770 consuming 
homes. Here is a new and modern aid to market evaluation and sales operation 


—adaptable to almost any sales-management task. 
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LETTER GADGETS keep those letters out 
f the waste basket and pay for them- 
These are attention- 


Send for circular 
ing many 


A. MITCHELL bra het 
Room 726, 111 W. Jackson Blvyd., Chicago 4 


DuMont Names Two 


Norman Markwell has_ been 
named director of advertising and 
sales promotion for the receiver 
division of Allen B. DuMont Lab- 
oratories, Passaic, N. J. A vet- 
eran of many years in the adver- 
tising field, he moved up from the 
position of sales promotion man- 
ager to succeed M. J. Alexander, 
who has resigned. Charlotte F. 
Stern, who formerly handled NBC 
television promotion, has been ap- 


ie 57 W. GRAND AVE., + 


THE VERITONE COMPANY 
CHICAGO 10 
WHITEHALL 5957 


pointed advertising and promotion 
manager of WABD, DuMont’s 
New York television station. 


Issues Fashion Book 


The Fashion Group of Los An- 
geles has issued its second annual 
“California Fashion Futures,” 
portraying the new fashion trends 
and forecasting developments in 
the field. The book, one of the 
features of the recent Fashion Fu- 
ture’s Show, was designed by Vic- 
tor Mall, art director of Lock- 
wood-Shackelford Advertising 
Agency, Los Angeles. 


Knox LaRue Transferred 


Knox LaRue has been trans- 
ferred from the New York office 
of George P. Hollingbery Com- 
pany, radio representative, to the 
San Francisco office, where he will 
be manager. He has been account 
man in New York for the past 
three years. 


Joins Bolling Co. 

Edwin <A. Pancoast Jr. has 
joined the sales staff of Bolling 
Company, radio station § repre- 
sentative, New York. 
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‘ it is an earth-shaking 


handbill shouting a 120 point price slash... 


to receive the same careful attention, 


; the same prompt service at... 


AST 
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encrusted job with type styling galore... 


... regardless the g f 
l 5 there is no typography 


assignment too proud... too humble... 
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it is a full color, art 


STREET 


FIGUEROA STREET 


Advertising Age, November 10, 1947 


TRANSLATES—C. B. Thomas, center, president of Chrysler Export Corp. 
Detroit, reads an interview carried by a Stockholm newspaper during his recent 
trip to Sweden. His listeners are Ross Roy, left, president of Ross Roy, Inc., 
Detroit agency, and W. B. Chapoton, advertising manager of Chrysler Export. 


Lauterbach Joins 
“A4T7' as Editor: 
Still Plans Ads 


New YorK—’47, which has had 
almost as stormy a year of maga- 
zine publishing as the year itself, 
last week announced a new editor- 
in-chief, Richard E. Lauterbach, 
formerly with Time and Life. 

Mr. Lauterbach, who is_ 33, 
worked for the Luce publications 
in various capacities since he 
joined them in 1941, including 
stints both as domestic and for- 
eign news editor of Life, a period 
as chief of the two publications’ 
Moscow bureau, and recently as 
roving correspondent in the Far 
East. 
| °47, which will change its title 
‘with the year, is owned by 363 
writers and artists. Originally 
headed by Jerome Ellison as ed- 
/itor and publisher, ’47 had high- 
flown plans, and Mr. Ellison once 
|said (AA, Feb. 18, ’46) that the 
magazine’s break-even point was 
420,000, and that if it hit the 3,000,- 
000 mark, the investment would be 
returned by a single issue. 


Board to Continue 


Nothing like that has transpired. 
After the contributor-owners de- 
cided that ’*47 was closer to ’27 in 
,content, Mr. Ellison stepped out 
|of the driver’s seat, and the maga- 
‘zine has since been run by a board 
‘of editors, which will continue. 
'They are John Hersey, Clifton 
|'Fadiman, Gjon Mili, Annalee Ja- 
coby, J. D. Ratcliff, George Biddle 
/and Lawrence Lee. 

Although Mr. Lauterbach will 
take over immediately, the first 
issue which will carry the imprint 

| of the new management is the 
| March issue of 748. 

| Meantime, the magazine had an- 
|nounced (AA, Sept. 16) that it will 
_ take advertising, starting with the 
| January issue of ’48. Its initial 
| guarantee will be 250,000 (well-be- 
| 


low Mr. Ellison’s “break-even” 
point), and its rate will be $750 a 
page. 

But ’°47 said last week that its 
January issue would not carry ad- 
vertising, although its rates and 
guarantee still hold. Advertising 
will start to run in the February 
issue, and among the scheduled ad- 
vertisers are Associated American 
Artists and Pepsi-Cola Company. 
Brown & Williamson Tobacco Cor- 
poration will also be an adver- 
tiser, although possibly not in the 
February issue. 


Hotel Launches Drive 


Hotel Berkeley-Carteret, Asbury 
Park, N. J., through Lester Harri- 
son, Inc., New York, has launched 
a three-week newspaper campaign 
to promote the Thanksgiving holi- 
day and the honeymoon trade. The 
latter campaign is a follow-up to 
an earlier series which resulted 
in doubling the number of honey- 
moon and “second honeymoon” 
reservations over all previous rec- 
ords of the hotel. 


Fred Maslen Changes 


Fred G. Maslen has resigned as 
vice-president of Walter B. Snow 
& Staff, Boston, to become account 
executive for du Pont & Cahalin, 
Inc., Springfield, Mass. Mr. Mas- 
len was previously with Fuller & 
Smith & Ross, Ivey & Ellington 
and Marschalk & Pratt, New York. 


BEGINNER'S LUCK ? 


No! Auy amateur cau set 
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OTOTYPE 


All letters in-eoch line ere quickly as- 
sembled and automatically aligned in 
special composing stick ready o paste 
to the finished art. Ideal for heads... 
’ Available in transparent or opaque 
letters. This ad set with Fototype in just 

- 25 minutes! WRITE FOR FREE CATALOG. 


1415 ROSCOE ST., CHICAGO 13 
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Don't Be Satisfied with 
Ordinary Results 


Employ our counsel and 
services to insure results 


Our large creative staff is ready to 
put their efforts to work for you... to 
design exhibits to be travelled or for 
stationary use. When designed by 
Stensgaard, your display has the pull- 
appeal that commands attention— 
creates a dramatic showing for the 
product or service. 

§ Just off the press... 


FR E E * Lorge 8 poge bro- 


chure with 110 photographs ond 
complete information about ovr 
Exhibit Service. Write for it today 
on your compony letterheod. 


= Doncees 


AMERICAN 
WEEKLY 


Traveling 
Art Show 


EXHIBITS 


INDUSTRIAL * MARKET 
MUSEUM « CONVENTION 


| AMERICA’S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION 


W. L. STENSGAARD & ASSOCIATES, INC. 


N. JUSTINE STREET «+ CHICAGO 7, ILL. 
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Advertising Age, November 10, 1947 


To Promote Freezers 


Wilson Refrigeration, Inc., di- 
vision of Wilson Cabinet Com- 
pany, Smyrna, Del., plans the most 
extensive advertising and _ sales 


Series E war bonds, and peer eat] 
tion of blood donations, reduction 
of absenteeism, and aiding the| 
employe in understanding his con-| 
tribution to the war effort. “The| 


Pratt Traces Rise 
of House Organs 


Boston—Asserting that World 


Electric Range, 
Heater Makers to 


Comprehensive | —— 
coverage of America § 
leading retailers in sta- 


Expand Promotion 


ATLANTIC Ciry—A promotional 
campaign involving “substantial” 
increases in advertising expendi- 
tures during the coming year is 
planned by the electric range and 
electric water heater sections of 
the National Electrical Manufac- 
turers Association, New York. 

Although no figures were re- 
vealed at the association’s annual 
meeting here, the electric range 
campaign will be “more than 
double” the size ‘of the ’47 pro- 
gram, according to J. R. Poteat, 
chairman of the section and man- 


promotion campaign in its history 
for its line of farm and home 
freezers, refrigerators and milk 
coolers. Consumer, farm and in- 
dustrial media will be used. Aijt- 
kin-Kynett Company, Phila- 
delphia, has been appointed to di- 
rect the new program. 


Admen Elect Penland 


Robert Penland, business man- 
ager of the Express, Lebanon, Ore., 
has been elected president of the 
Oregon Newspaper Publishers As- 
sociation Admanagers. 


Wolff Joins Rubens 


War II had proved the value of 
industrial publications in em- 
ployer -employe communications, 
K. C. Pratt, president of K. C. 
Pratt, Inc., and editor of “Stet,” 


in 1939 to 6,000 in 1947. 


published by Champion Paper & 
Fibre Company, told students at 
Boston University last week that 
house organs had grown from 400 


“Prior to World War II and 
during the depression years, house 
organs were considered expend- 
able because they did not serve 
a serious purpose,” Mr. Pratt re- 
ported, but during the war years 


tary consideration 
said. 


involved,” he 


Blair Names Tilenius 

William O. Tilenius, formerly 
sales manager of Station WNBC, 
New York, has been named an ac- 
count executive in the New York 
office of John Blair & Co., national 
radio station representative. 


| job done far outweighed the mone- | 


tionery and office supplies. 


A sk for rates, sample copy, 
**‘Market"’ booklet. 


* 
250 FIFTH AVENUE 
NEW YORK I, 
N. Y. 


lets. 


Save on Forms, Price Lists, Letters, 
sizes, black and 


Use RCS Group-Run 
Offset Printing 


Book- — 
white. — 


rP., er of the range and water heat- , the publications proved to be the Standard 
ont ps divisions * General Electric| ©" Wolff, formerly assistant) yardstick of measuring the effec- STATE 5977 
\c., ; , advertising manager of Lytton’s, vainenn of cananeny tanith : 
ort Company. It will be aimed at/Chicago, has joined Walter L. A gn a ~ RAPID COPY SERVICE 
ll architects, builders and contrac-| Rubens & Co., Chicago agency, in| He credited the publications 
9 tors, schools and prospective home| a contact and copy capacity. with the sale of $80 billion in 123 North Wacker Drive Chicage 6 
a owners. 
30 a The campaign will include a 
t its monthly series of full-page ads in 
‘ architectural and building trade 
ad- publications, pointing out the sub- 
benage stantial saving in the cost of | 
oe three-wire services when installed \ 
iY as part of the initial wiring job. 
vel Full-page ads in home economics | 
any publications will encourage school | 
ol management and home economics 
eel teachers to provide instruction on | 
| a. electric cooking equipment. Pros- 
pective home owners will be con- | 
tacted via another series in Small , 
Homes Guide. | 
Seek Plumbers’ Help | 
bury 
arri- Stepped-up advertising in 
ched plumbing trade publications will | 
align feature the water heater program, 
=. according to M. M. Feaman, chair- 
ip to man of that NEMA section and 
ilted manager of Westinghouse Electric 
ney- Corporation’s water heater and 
oon” kitchen utilities department. Mas- 
rec- ter plumbers will be urged to rec- 
ommend and sell electric water 
heaters. 
: Builders’ and architects’ publi- 
2d as cations, as well as Small Homes 
Snow Guide, also will be used for the , 
nay water heater program, and the 
’ publication advertising will be ave ra P 
og backed up by promotional litera- a V e fa ge g 
er & PP 2 cakae 
igton ture for distribution by utilities, 
York electric power supplying agencies 


and electrical dealers. 

Ralph H. Jones Company, Cin- 
cinnati, is the agency in charge 
of the NEMA sectional advertising. 


NAITD Elects Officers 

Clair V. Ward, Alhambra, Cal., 
was elected president of the Na- 
tional Association of Independent 
Tire Dealers, Inc., at its 27th an- 
nual conference. Other officers 
elected are J. Walter Martin, 
Wichita, Kan., lst vice-president; 
Winston W. Marsh, Hamilton, O., 
2nd vice-president; Ashby Leeth, 
Washington, D. C., treasurer, and 
David R. Lehman, Washington, 
D. C., secretary. 


Williams Advanced 


Clarence L. Williams, with the 
agency for the past 22 years, has 
been advanced from assistant to 
production manager of Baker Ad- 
vertising Agency, Toronto. 


American 
citizen 


pulp 
reader 


Look at it from any angle, it’s the same man—America’s average consumer . . . 
THE MAN WHO READS THE PULPS. He makes up the great mass audience 
almost all advertising is aimed at. 

More than ten million Bill Smiths buy the pulp magazines every month—more 
than ten million average Americans who buy the razors, and radios, and 
cigarettes of the nation. They keep America ticking. 


We know Bill Smith well, through our nation-wide personal interview survey— 
“The Basic Marketing Study of Pulp Magazine Readership”, by Dr. Daniel Starch 
and Staff. We know how much he earns ($2,000 or more a year); how much 
education he’s had (23% attended college); that he’s 32.8 years old, married, 
and owns his own home. 


We know, too, that you can capitalize on the great selling force of the great 
American pulps, by placing your advertising in the Thrilling Fiction Group. The 
cost? Only 67¢ per page, per thousand.* 


For your copy of “The Basic Marketing 
Study of Pulp Magazine Readership” by * 2,252,562 ABC, June 30, 1947 


Dr. Daniel Starch — phone or write: 


| THRILLING FICTION GROUP 


10 EAST 40th STREET, NEW YORK, 16 
9 SOUTH CLINTON STREET, CHICAGO, 6 


Advertising Age 
The National Newspaper of Marketing 
100 E. Ohio St., Chicago 11, lil. 
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44 
Bartling Advanced 


H. A. Bartling, assistant man- 
ager of the Allis-Chalmers Mfg. 
Company industrial sales depart- 
ment, has been named manager of 
the new electronics section, which 
includes both sales and engineer- 
ing functions. 


Runs Yuletide Ads 


Seaforth toiletries for men, dis- 
tributed in Canada by Lyman 
Agencies, Montreal, are being ad- 


No. 1 Publication 
In a No. 1 Market 


WOOD 


FOR DETAILED 
ER 


Industrial 
MARKET 
DATA BOOK 


vertised in a daily newspaper 
campaign extending from Nov. 1 
to Christmas, using newspapers 
from coast to coast. Harold F. 
Stanfield, Ltd., Montreal, is the 
agency. 


Horsey Promotes Foods 


J. William Horsey Corporation, 
Tampa, Fla., will use four-color 
page copy in Canadian weekend 
papers, and two-color pages in 
trade publications, promoting its 
canned citrus fruits and juices. 
Ruthrauff and Ryan, Toronto, is 
the agency. 


Appoints Burton 

Dr. Laurence V. Burton, for the 
past 17 years editor of Food In- 
dustries, has been named execu- 
tive director of the Packaging In- 
stitute, New York. 


breeze 


aft some 


r sales m 


without written permission. 


Pages 
1947 1946 
Industrial Group 
BORO: THON civbesicssacs *\72 *125 
Ea *36 *54 
American Builder ....... 162 152 
American City ........... 116 117 
American Machinist (bi-w) *||424 *498 
Architectural Forum ..... 129 145 
Architectural Record ... 5161 146 
Automotive & Aviation In- 
dustries (semi-mo) 182 240 
Aviation Maintenance ... 60 69 
AVIGTER WERE .ncaccicss *130 8 
Bakers’ Helper (bi-w) 162 153 
PEEL. Sicwi toe b cows dave 79 17 
NEE TOES go ccasesccee 26 81 
Brick & Clay Record .... *40 *B80 
Bus Transportation ...... §217 140 
Butane Propane News ... 112 89 
Cee 0) bak esckasnwe *\75 *83 
Ceramic Industry ........ *66 *64 
Chemical & Engineering 
errr eee 128 116 
Chemical Engineering .... 1270 1324 
Chemical Industries ...... *108 *lll 


Chemical Processing Preview 71 


Civil Engineering ........ 48 
Se DN: 6 vgaws veccuew see 167 
Commercial Car Journal.. 203 
Construction Digest (bi-w) {148 
Construction Methods .... 119 
Bee eee 47 
Contractors & Engineers 

Monthly (9%x14) ...... 57 
ly ae RR Te eee 138 
Diesel Progress (8%x11).. 58 
Distribution Age ......... *69 
Drug & Cosmetic Industry 

Te 403 06 cv becseceaeda *138 
Electric Light & Power... 88 
Electrical Construction & 

Maintenance ........... 150 
Electrical South ......... 44 
Electrical West .......... 98 
Electrical World (w) 265 
MEME, oo dats sdboces 206 
Engineering & Mining 

WE © S 4850 cube 86600 138 
Engineering News-Record 

CE” ace ccsactaeeoxe ede << *| 1446 
Excavating Engineer ..... 47 
Factory Management & 

Maintenance ........... 267 
Fire Engineering ........ 46 
i. OO 146 
Food Industries .......... 188 
PU WED ok00 bes ceases 51 
Food Processing Preview. . 61 
RE re err *207 
OE ES ne oe eer oe eee 56 
Gas Age (bi-w) .......... 140 
Heating, Piping and Air 

ee SFT ee 35 
Heating & Ventilating ... 82 
Ice Cream Review ....... 126 
Industrial & Engineering 

Chemistry (two editions) 175 


ee ee ee ee ee 


Industry & Power .. 
Iron Age (w) 


Machine Design ......... 
Machine & Tool Blue Book 

gg | a ere re 247 
eee Per ee eee 284 
Manufacturers Record ... 43 
Marine Engineering & Ship- 

I 115 
Mass Transportation ..... 42 
Materials & Methods ..... 178 
Mechanical Engineering .. 118 
Mechanization ........... *74 
Metal Finishing .......... 84 
8s. eae 169 
0 SP eee 128 
Milk Plant Monthly ...... *71 
Mall & Factere .6ccccsees 268 
Mining & Metallurgy .... 28 
Modern Machine Shop 

CRIED. cake caseadase< 28) 
Modern Packaging ....... *149 
Modern Plastics .......... 172 
Modern Railroads ....... 29 
National Butter and Cheese 

eer rere Teer 63 
National Petroleum News 

| rer rere rer 5111 
National Provisioner (w). {148 
National Safety News .... 17 


1 
Oil & Gas Journal (w)... *§|483 
Operating Engineer 
Organic Finishing 
Packaging Parade (9%x12) 5] 


Paper Industry & Paper 
SPE. ctatsamaedi cud se 91 
Paper Mill News (w)..... *122 
Paper Trade Journal (w). *f195 
Petroleum Engineer ..... $181 
Petroleum Refiner ....... 170 
Pee OS MBIT cadcckvva ces *111 
rarer 230 
Power Plant Engineering. 131 
Practical Builder (104%x15) 35 
RS eet eee 73 
Product Engineering ..... *||289 


Production Engineering and 


Management ........... 73 
Products Finishing 

ra rn 92 
Progressive Architecture. . 92 
ore rare 270 
Quick Frozen Foods and the 

Sf, Fear 79 
Railway Age (w) ........ 219 
Railway Engineering and 

Maintenance. .......... 73 
Railway Mechanical Engi- 

SE 656 eWendaceseaiceus 147 
Railway Purchases & Stores 95 
Railway Signaling ....... 88 
Roads & Streets ......... 80 
OCR Praemucts ....ccccccs *128 
Sewage Works Engineering 28 
EN are +52 
Southern Power & Industry 103 
Ses {461 
ED. S chindwcccce sss 14 
Telephone Engineer ..... 72 
Telephony (w) .......... *§123 
Textile Industries ........ 206 
\ «, , | see 209 
EE abd 64.64.64 46606 *108 
Tool & Die Journal (5x7%) 105 
Tool Engineer ........... 75 
Traffic World (w) ....... j112 
Water & Sewage Works.. 63 
Water Works Engineering 

ae are 272 
Welding Engineer ....... 82 
West Coast Lumberman.. 120 
Western Canner and Packer *50 
Western Construction News 95 

| Wood Worker ........... oF 
Woodworking Digest (4%x 
DEE Bitebbdeccevecdl ses 88 


Advertising Age, 


OCTOBER BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 
Unless otherwise noted, all publications are monthlies 
and have standard 7x10-inch type page. 


1947 1946 
»... 2. errr *2387 *9235 
World Petroleum ........ 58 63 

ME, Sh dencdccoseanas 17,572 17,955 

Trade Group 
Air Conditioning & Re- 

frigeration News (w) 

4 0 arr (8) $71 
American Artisan ....... 118 93 
American Druggist ....... 142 168 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w) ....... t*136 *110 
Boot & Shoe Recorder 

Pra i ee *§376 *$356 
Building Supply News .... 127 117 
Chain Store Age—Adminis- 

tration Edition Combina- 

yee ee 83 83 

Druggist Edition ....... 96 104 

General Merchandise__ 

Variety Store Edition.  §153 $194 

Grocery Edition ....... 188 148 
Department Store Economist 95 114 
Domestic Engineering ... 177 164 
Electrical Dealer ........ 86 63 
Electrical Merchandising 

SRE cakes Perens ec sb as 18 180 
Electrical Wholesaling ... 160 100 
Farm Equipment Retailing $86 $51 
Farm Implement News 

DEED} Seaibe 0.4er sie 0g0d 60 172 161 
Fueloil & Oil Heat....... 140 100 
ee eee 97 100 
RPP rr ere 26 14 
Hardware Age (bi-w).... §479 $479 
Hatchery Tribune and Feed 

Ree 88 40 
Hide and Leather and 

et vias 4:k6 asa on 08:6 *§/129 *§95 
Hosiery & Underwear Re- 

WUT o0r's'08006sed0en ceeds 138 181 
DE) 4 axvteatbee sede ese 115 109 
Jewelers’ Circular-Keystone $21 851 
Knit Goods Weekly ...... 105 104 
Lingerie Merchandising... 91 69 
Meat Merchandising ..... 79 70 
Men’s Reporter .......... 194 233 
Been EIOD oc cc cc ccseses 213 227 
es 154 144 
yee 145 128 
BN WOT UEED «ei ccweccccs 177 180 
NJ (National Jeweler) 

. . ) ISAS eee 274 343 
National Bottlers’ Gazette 134 145 
National Furniture Review 88 75 
Office Appliances ........ 179 172 
Photographic Trade News. 96 118 
Plumbing & Heating Busi- 

SS ieee 74 59 
Plumbing & Heating Journal 71 60 
Poultry Supply Dealer ... *30 *36 
Radio & Television Retailing 82 90 
Sheet Metal Worker ..... *80 “75 
Southern Automotive Jour- 

WS ewdwbeccescsccecdine 128 {11 
Southern Hardware ...... 188 112 
Sporting Goods Dealer ... 207 202 
errr 55 538 
Super Market Merchandis- 

| EA eer rere i163 150 
Syndicate Store Merchan- 

diser (4%x65%) ........ 14 118 

ere Ter 6,898 6,713 

Class Group 
Advertising Age (w) 

0 > Se T286 241 
American Funeral Director *83 93 
American Hairdresser ... 64 84 
American Restaurant ..... 98 97 
Banking (7x10) ........ 57 67 
Chain Store Age—Fountain 

Restaurant Edition .... 85 27 
Cleanin and Laundry 

EE skin dbes cud sacnes 58 80 
eee 185 145 
Fountain Service ........ 51 28 
Hospital Management .... 71 82 
Hotel Management ...... 107 107 
Hotel Monthly ........... 51 56 
Hotel World-Review (w) 

| Sarr err re *t41 *41 
Industrial Marketing ..... 115 112 
Journal of the American 

Medical Association .... %*810 *318 
ee Ee. 5. ckescecies *83 “977 
Medical Economics 

oo) ) rrr rr 115 138 
Modern Beauty Shop ... 117 129 
Modern Medicine (semi- 

ES. eee 182 168 
Modern Theatre ......... 81 24 
Nation’s Schools ......... 82 82 
Oral Hygiene (47,x77;).. 149 155 
Restaurant Management . 80 90 
Scholastic Coach ......... 86 86 
School Executive — School 

Equipment News ...... 61 72 
School Management (9% x 

) | MS Pr 29 86 
What's New in Home Eco- 

I e055 600 Ks cccess 136 115 

E645 naetdenedi cesses 2,608 2,650 

Export Group 
American Automobile 

(overseas edition) ..... 63 45 
American Exporter (two 

7h eres 423 
Automovil Americano .... 78 73 
Caminos y Calles ........ 25 28 
Farmaceutico .........00. 64 65 
Hacienda (two editions). 120 122 
SE. Gischvas Gbesks 60 14 15 
Ingenieria Internacional 

Pre 87 82 
Ingenieria Internacional 

DE «> ¢ne606 6.04008 122 116 
Petroleo Interamerieano. . 65 78 
Revista Aerea Latino 

ere *18 “29 
Revista Rotaria ......... ll 12 
Spanish Oral Hygiene 

CoRrT hy) coe seccccceces 41 52 
Textiles Panamericanos... 65 58 

WE 4teeeweeebdineundes 1,218 1,188 

*Includes classified advertising. 

§Includes special issue. 

1Estimated. 

Last issue estimated. 

tLast two issues estimated. 

Three issues. 

tFive issues. 

{Figure for Oil Weekly. As of July, 
1947, Oil Weekly became World Oil. 

_8As of July 7, 1947, Aviation and Avia- 
tion News were incorporated into Aviation 
Week. 

*Bi-monthly in 1946. 

5Not including Petroleum Processing, 


' 


November 10, 1947 


now published separately. 

*With January, 1947, issue, Cotton he. 

TBased on 4}%x7}; inch type 
Standard 7x10 inch page starting 

SDoes not include advertising in speci) 
West Coast section. 

Busi Pp 4 
usiness rapers 
Ad Volume Drops 

Cuicaco—Business papers last 
month showed a smali drop in 
1946. They carried 28,296 pages 
of advertising, off 0.7% from the 
Industrial Marketing’s monthly 
tabulation shows. 
showed losses, while trade and 
export publications had _ small 
1947, trade, class and export pub- 
lications have gained, industrial 
linage—have lost, and the busi- 
ness publications as a whole show 
run. The total is 271,408 this year, 
against 274,750 in the same period 

Industrials Off Again 

Industrial publications carried 
2.1% from their 17,955 pages a 
year ago. Their 10-month total is 
year—a 4.3% drop. 

Trade publications carried 6,898 
a year ago. In 10 months they 
carried 64,477, up 5.8% over 60,- 

Class publications carried 2,608 
in the month, down 1.6% from 2,- 
carried 24,339, up a bare 0.1% 
from 24,308 a year ago. 

218, up 2.5% over 1,188 for Oc- 
tober, 1946; in 10 months their 
370 in the same period of 1946. 
Adds Two to Staff; 

James Harold Tierney, for- 
merly in the display advertising 
Union Star, has joined Woodard & 
Fris, Inc., Albany, N. Y., as head 
telle Wilkes Prescott, formerly 
artist and advertising assistant of 
agency as fashion artist and illus- 
trator. 
to handle the advertising of Mc- 
Manus & Riley, Inc., and Olesen, 


came Textile Industries. 
ary, 1947. Jans 
°First issue. 
A Bit in Month 
linage from the same month of 
28,506 pages of October last year, 
Industrial and class publications 
gains. For the first 10 months of 
papers—which carry most of the 
a 1.2% decline in number of pages 
last year. 
17,572 pages in October, down 
169,577 pages, against 177,105 last 
in October, up 2.8% over the 6,713 
967 last year. 
650 a year ago. In 10 months, they 
Export publications carried 1,- 
total was 13,015, up 5.2% over 12,- 
Adds Two New Accounts 
department of the Schenectady 
of the production department. Es- 
McManus & Riley, has joined the 
The agency has been appointed 
Butler & Lundberg, Inc. 


Appoints Heistand 

I. B. Heistand, Los Angeles ad- 
vertising representative of the 
Wall Street Journal, has _ been 
appointed southwest advertising 
manager, with offices in Dallas. 
The Journal will establish a re- 
gional organization and publish a 
southwestern edition of the Jour- 
nal from its own plant in Dallas, 
which is expected to be completed 
about March 1. 


Ward Joins Schoenfeld 
Kenneth H. Ward has joined 
Schoenfeld, Huber & Green, C1i- 
cago, as account executive. He 
has been, previously, with Mont- 
gomery Ward & Co., Allis-Chal- 
mers Mfg. Company and Swaney, 
Drake & Bement, Chicago agency. 


Appoints Framberg 

Elmer W. Framberg, forme'ly 
sales representative of the disp-a) 
mounting and die-cutting division 
of the Chicago Cardboard Com- 
pany, has been named sales méen- 
ager of the advertising display “- 
vision of the Chicago Show Pri'- 
ing Company. 


Pocock Advanced 

William G. Pocock, copy chief, 
has been named manager of tn 
San Francisco office of Henry vo? 
Morpurgo & Co., public relations 
and advertising agency. 
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SIMPLIFIED—Canada Dry Ginger Ale, 

New York, is displaying ¢ the redesigned 

label at the right in consumer ads this 

month. The words “ginger ale" appear 

only as part of the slogan in a narrow 

neck label. J. M. Mathes, Inc., New 
York, is the agency. 


‘Ears to Radio’ 
Lets Sponsor 
Have His Say 


New York — Advertisers, who 
prefer to say what they like about 
their own radio shows and pay 
for it, will have the wish ful- 
filled if “Ears To Radio” succeeds. 

“Ears To Radio” is a syndicated 
radio column, which will give “re- 
views and previews” of adver- 
tised broadcasts with the adver- 
tiser paying for same and ap- 
proving the copy. 

Randall & Cooper, 50 E. 42nd 
St., a new outfit whose main con- 
cern is getting this column into 
print, reports that 34 Sunday 
newspapers with a total circula- 
tion of approximately 14,800,000 
have said they will make room for 
“Ears To Radio” either on the 
page carrying the radio log or on 
the page opposite. Only three of 
the group insisted that the column 
be marked advertisement. 


Hopes for Early ’48 Start 


Among the newspapers which 
have been lined up for the column, 
through the American Newspaper 
Advertising Network, are the New 
York Times, Washington Star, 
Chicago Tribune, Philadelphia 
Bulletin, Atlanta Journal and Los 
Angeles Times. 

John Randall hopes to start the 
Syndicated series early next year, 
with a minimum of five items and 
a maximum of 10 per column. A 
sponsor may buy space for his 
different programs on the same 
day, but the editors of the column 
will make sure that it is never top- 
heavy with a single advertiser’s 
publicity. 

Space in the column, which may 
be bought by package producers 
or networks with a show to sell, 
as well as advertisers, will be sold 
on the rate of three to six-inch 
insertions. The temporary rate 
Scale starts at $1,322 per minimum 
insertion of three inches. No one- 
time insertions will be sold, and 
the minimum contract will be for 
13 weeks. 


Aids Retailers 

\lice Groves, who resigned last 
Suiimer as personnel director in 
the executive placement division 
of Associated Merchandising Cor- 
poration, New York, has opened 
the Alice Groves Company at 11 
W 42nd St. The company will 
Specialize in the field of retail 
executive placement. 


Appoints Mace Agency 

Goodloe E. Moore Company, 
Danville, Ill, manufacturer of 
isehold and industrial adhesives 
| building specialties, has placed 
account with Mace Advertis- 
2 Agency, Peoria, Ill. Business 
Pipers will be used for the present 
'd national magazines later. 
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Evergreen Group 
to Spend $30,000 
to Lure Visitors 


SEATTLE—The Evergreen Play- 
ground Association will spend 
$30,000 for advertising from 
March to September next year to 
promote tourist travel to the 
Puget Sound area. 

The association is made up of 
the Seattle and Tacoma, Wash., 
chambers of commerce, the Olym- 
pic Peninsula Resort and Hotel 
Association, Tourist Association 
of Vancouver, B. C., and Victoria 
and British Columbia representa- 
tives. 

Newspapers will be used in 
Idaho, Oregon, California, Mon- 
tana, Utah, Arizona and—for the 
first time—Texas, where the 
fourth largest number of Puget 
Sound visitors usually originate. 


The association will also use Na-|# 


tional Motorist, Pacific Pathways 
and Westways. 

A hundred thousand three-color 
folders will be mailed in answer 
to keyed replies. Western Agency 
here handles the account. 


To United Distillers 


Robert Koller, since 1944 sales 
manager for the Jos. F. Finch di- 
vision of Schenley Distillers, New 
York, has joined United Distillers 
of America, New York, as open 
states sales manager. Mr. Koller 
entered the liquor field in 1934 
with Seagram Distillers Corpora- 
tion. He was later appointed east- 
ern division manager and national 
sales manager for Seven Crown. 


Plans Market Study Unit 

The Junior Advertising & Sales 
Club of Montreal has formed a 
French market study group, with 
Jocelyn Brunet, Reader’s Digest, 
as director. 


Corn’ Attracts 


Readers, Manville 
Tells Art Group 


New YorkK—The more corn in 
an illustration, the more it makes 
the reader want to read the story 
or feature, Richard Manville, re- 
search and advertising consultant, 
told members of the Art Directors 
Club of New York at their meet- 
ing Nov. 5. 

“My whole-hearted sympathy is 
with the art director who wants 
to give readers illustrations of 
high aesthetic quality,” said Mr. 
Manville. “What the readers go 
for is the closest thing to photo- 
graphic realism. The medium 
doesn’t matter. It can be photo- 
graphs or oil paintings, gouache, 
line or other forms, just so long 
as it is completely lifelike.” 

As an example of reader re- 


sponse to corn, Mr. Manville cited 
two magazine covers which offered 
reprints. One showed two pup- 
pies in a basket—the other a kit- 
ten on piano keys. More than 
twice as many requests came in 
for the kitten-on-the-keys pic- 
ture. Mr. Manville’s explanation 
was that “both were corny, but 
the kitten picture was cornier.” 


Starts Evervess Drive 


Advertising for Evervess spar- 
kling water, 
Pepsi-Cola Company of Canada 
Ltd., Montreal, has been launched 
in daily newspapers in Canada 
through the Montreal office of J. 
Walter Thompson Company. 


Traubee to Ray-Hirsch 


Traubee Products, Inc., Brook- 
lyn, has named Ray-Hirsch Com- 
pany, New York, to direct the ad- 


-|vertising for Time-Saver pressure 


cookers. 


may not ee fine birds,| 
but... 


all the best birds 
have them! 


all the best cataligues 


have them! a 


@....:.. of color, no adver- 
tising agency, advertising depart- 
ment or printer should be without 


the Beckett Color-Finder. 
unique device offers a slick, quick 


Sure, you can get by without a cover on a 


catalogue or booklet, but you can’t get buyers 
with sales literature that shows the effect of 


penny-pinching. When a printed piece is expected to 


do a sales job, smart advertisers know that it 


This 


method for immediate visualiza- 
tion of 14,976 two-color, and 
359,424 three-color ink combina- 


tionson BUCKEYEand BECKETT 
Cover stocks. 


monies and 


chosen in a flash with the Finder. 
We shall be glad to send you one 
free, upon receipt of request on 
your business letterhead. 


MAKERS OF GOOD PAPER | 


Correct color har- 
contrasts can be 


and BECKETT lines. 


‘En 


pays to put it up in a cover—preferably in a colorful, 


fine-textured cover like those in the BUCKEYE 


COMPANY 
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For thousands of buyers and store executives, that interest begins when they see the 


aya ty alle 
Fits fay ine sectaycoki ayiact 


—" Beer » @ ¢ 
gam? at by tial ths. t& a7 & 


store promotion 
begins 

with the 

buyer’s 

interest 


in your line 


manufacturer's selling story in Women’s Wear Daily. 


But . . . even when the buyer . . . even when the store executive is sold ona 
line . . . a tremendous selling job still remains to be done. The fashion manufacturer 
must sell not only TO the store . . . but THROUGH THE STORE. He must impress 
the buyer and the merchandise manager; the advertising manager; the 
display director; the store stylist and the sales training director. He must impress 


every person who comes into contact with his merchandise and is responsible 


for moving it out of the store. 


For the extensive selling job that must be done intensively within the store . . . 


thousands of manufacturers have found the perfect solution. There IS one 


... and only one . 


. . daily newspaper which reaches 
and influences every layer of retailing . . . from selling to management. That daily 
newspaper is Women’s Wear Daily —Women’s Wear Daily, 
The Retailer’s Daily Newspaper, 8 East 13th Street, New York 3, N.Y. 
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IE WEEK . . . THE PAY-OFF . . . OTHER FEATURES . 


The Creative Uans Corner 


This Corner has complained before that 
_-unfortunately for advertising’s perfectly 
legitimate case—some of its largest users 
are at the same time among its worst 
offenders. 

Advertising that creates a hullabaloo 
about practically nothing cannot help but 
weaken belief in advertising in general. 

As the Corner has also pointed out, 
the soap companies are singularly adept 
at wrapping a lot of excitement around 
little or no basic reason why. 

This ad for Super Suds is an excellent 
example of the usual technique. The 
headline screams that “no other soap in 
the world can make clothes whiter’ than 
the new 1948 Super Suds. This is no mean 
statement. But when you try to find out 
the reason—which you feel must exist— 
you discover it’s simply because “in- 
creased amounts of costly ingredients 
were added to the sudsing wonder, Super 
Suds, to make even more suds.” 

What specific ingredients? Are they ex- 
clusive to Super Suds? We girls would 
like to know. 

You can argue that the headline does 
not say Super Suds for ’48 gets clothes 
whiter than any other soap powder can; 
that it says, simply, no other soap gets 


You Ought toKnow . 


On a business page of the New York 
Times of Sept. 29 appeared this two-inch 
ad: 

“FREE ADV’T WRITING INSTRUCTION 


Advertising agency owner will conduct 
small private class Tuesdays, 7 to 9 p. m., 
10 weeks beginning Oct. 14. No charge. 
Qualifications: ability to write, ambition 
to succeed. Write fully stating age, occu- 
pation and personal history. 

BOX Z 7737 TIMES” 

It was placed by Maxwell Sackheim, of 
Maxwell Sackheim & Co., who has been 
in advertising agency 
work most of the time 
since 1905, when he 
was 15, and who wrote 
his first ad in Decem- 
ber, 1906, for the 
Waterloo Gasoline En- 
gine Company. 

After 16 years in 
Cleveland as treasurer, 
then as president of a 
steel company, Max 
Sackheim returned to 
New York, and adver- 
tising, on July 1, 1944. For the past two 
years he has operated his own agency at 
670 Fifth Ave. 

These were the years when 12,000,000 
young men returned from certain business 
for Uncle Sam in Berlin and Tokyo, 
many of them to enter the job market. 
Thousands of them wanted to get into 
advertising. Max Sackheim, whose staff 
Numbers 16, got his share of the flood. 

He was already paying the school tui- 
ton of members of his own staff, to make 
then better advertising people. He 
Passed the word around that he’d like to 
start a copywriting class. Six applied. He 
thought he could crowd 12 into his office 
and give personal attention to each of 
them. The Times ad followed. 

Result: 158 replies. 

Weeding them provided probably the 
toughest job in Max Sackheim’s career. A 
f the letters showed writing ability. 
He thought that, somehow, he could take 
neluding the original six. He started 
l¢© course with 30, some sitting in the 


Maxwell Sackheim 


lax is more concerned with developing 

ac ertising skill than in writing skill. He 
not pretend to create writers, but 
ers of advertising copy. A lot of peo- 
Pic down through the years—such as Vic- 
‘or Schwab of Schwab & Beatty and 
Ra'ph Sinclair of Ruthrauff & Ryan— 


a mee ¥ 


mR 


! 


’em any whiter. But isn’t this subterfuge? 
And is that good? This Corner doubts it; 
in fact, deplores it. 

Since writing this, the Life publicity 
on Super Suds has broken, showing a 
single package of the new Super Suds 
filling a huge trailer with foam. This 
is believable. And this—even though 
you call it publicity—is good advertising. 


e @« Maxwell Sackheim 


have, under Max Sackheim, started their 
advertising careers. 

But Max says 75% of a copywriter’s 
makeup is inherent ability: imagination, 
knowledge of words, and a selling sense. 
He teaches only the technique of putting 
all this to work. 

For his first lecture he wrote five pages, 
single space, emphasizing: “‘Think in terms 
of words that SELL, for in the final an- 
alysis, advertising is selling.” 

He presented and explained five 
primary rules of copywriting: 

“First, concentrate on the consumer. In 
the end you must sell him, no matter what 
method you use. In the beginning you 
must know him. 

“2. Know your product. And combine 
these two rules at every opportunity to 
arrive at 

“3. Find the symptom or symptoms that 
your product is qualified to cure. The 
more general the symptom, and the more 
important, the wider the market. 

“4. Be exciting in your writing. Evoke 
a response that commands interest... . 
Avoid the ‘so what’ reaction like a plague. 

“5. Advertising is essentially NEWS. It 
should inform, enlighten, instruct, or 
promise a reward. The news may take 


many forms. It may be price. It may be 
a new slant on quality—or both. It may 
be a new use for an old product. It may 


be a new twist to an old use of an old 


product. It may be startling language 
applied to a prosaic product. But always 
news.” 


Each student was armed with a copy of 
The Saturday Evening Post. On the basis 
of the five rules Max gave them 15 min- 
utes to pick out the worst ad in it. 

He had thought that the reading of the 
lecture would take one of the two hours. 
Actually it took about 15 minutes. But 
the other 105 minutes apparently passed 
fruitfully. 

The second lecture, Oct. 21, was on 
how to write a headline. For the third, 
Oct. 28, the students were to write their 
own ads. No layouts, Max said. “We'll 
get the art for them.” 

He is pleased with the “terrific spark” 
which these young men and women (18 to 
30 years) have generated. The survivors, 
he points out, can say: “I know something 
about copy, and I’ve had practical train- 
ing in it.” 

He’ll recommend the best of them to 
advertising agencies. And he hopes that 
at least one agency executive in every 


amano 


city will assume this writing-instruction 
task. 

Max began his advertising career at $4 
a week with Long-Critchfield Company, 
Chicago, which later became Taylor- 
Critchfield and ultimately Critchfield & 
Co. He was making $45 by then. In ad- 
dition to writing ads he spent some time 
finding ads he didn’t like and trying to 
write them better. 

After seven years with Critchfield he 
found a Sears, Roebuck ad he didn’t like, 
wrote one himself, sent it to the S. R. 
people, and two days later, at 22, found 
himself hired as assistant to the advertis- 
ing manager at $75 a week. 

Then, in 1914, he came to New York 
and got himself hired by Stanley Resor 
of J. Walter Thompson Company at $100 
a week. 

Max admits that he “couldn’t make 
head or tail out of Thompson.” And vice 
versa. His stuff was “too wild and woolly” 
for them. After one year Resor suggested 
that he might fit better elsewhere. And 
Max agreed. 

His was mail order talent—for which 
there didn’t seem much demand in New 
York in 1915. But before long the 
struggling new Ruthrauff & Ryan hired 
him half days for $40 a week, and soon 
he was working full-week for $70. 

Under the late Wilbur Ruthrauff, Max 
helped to launch the “they laughed when 
I sat down at the piano” era of advertis- 
ing. He worked on such accounts as the 
U. S. School of Music, Sherwin Cody 
School of English, Doubleday books. 

In 1918 he opened R&R’s Chicago office, 
and spent a year or so there operating a 
one-man agency—soliciting and handling 
accounts, writing copy, making layouts. 
Only the bookkeeping was handled in 
New York. 

Max had met Harry Scherman when 
both were with JWT. Both specialized 
primarily on the creative side of agency 
work. In 1920 Sackheim & Scherman 
Agency began its decade of introducing 
some entirely new trends in advertising 
and merchandising. 


S&S owned the Little Leather Library, 
tiny little semi-classics which they sold 
in sets of 30 for $2.98. From these same 
volumes the partners launched a Book of 
the Week plan. 


They then projected National Music ' 
Lovers, a set of eight records (16 popular - 


songs) which they sold in an album for 
the same -magic price of $2.98. 

All these were mail order propositions, 
involved persuasive copy and as they 
grew, substantial budgets. Before Little 
Leather Library petered out, for example, 
1,200,000 sets had been sold. 

The phonograph record plan outsold 
the others. Sackheim and Scherman were 
riding high—until a new device called 
radio came along and left records flat. 

Here, the partners agreed, was a won- 
derful idea with no place to go. If popu- 
lar records could outsell classics, they 
asked, why wouldn’t popular books outsell 
classical books? 

So, in 1928, they harnessed the popu- 
larity of the records to the Book of the 
Week plan; concentrated on current best- 
sellers; made it Book of the Month; added 
the club idea, and started to make book 
clubs an American institution. 

With S&S in Book of the Month was 
Robert K. Haas, now vice-president of 
Random House. 

And then, that same year, Max Sack- 
heim, age 37, “retired” from advertising. 
He went to a fence and wire company in 
Cleveland as assistant to the president 
and ended up as president. He did a good 
job there. But for 16 years his mind was 
on advertising. 

Now, he’s back in advertising again, 
and happy. His corner office looks out 
on the crowds of Fifth Ave. and 53rd St. 
He’s back with books, among other things. 
His accounts include the Literary Guild 
division of Doubleday; Popular Science 
Publishing Co. (Books); John Robert 
Powers Home Course, American Booksell- 
ers Association and Blum’s candy of San 
Francisco. 

And helping young men and women to 
grow in advertising makes him feel pretty 
young himself. 


lhe Pay = Off al NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


GIFT ASSORTMENT OF CHOICE DELICACIES BUILDS 
PROFITABLE MAIL ORDER BUSINESS 


Five years ago, E. H. 
Eichler, general man- 
ager, Fin ’n Feather 
Farm, R. F. D. 1, Dun- 
dee, Ill., a_ private 
hunting and fishing 
preserve of over 2,000 
acres, had the idea that 
sportsmen and others 
who enjoyed unique 
delicacies would buy 
by mail such treats as 
smoked pheasants, 
turkeys, guinea hens, 
mallard ducks, wild 
rice, etc. 

So many people 
who visited the Milk Pail Restaurant on 
the farm had inquired about sending 
some of these delicacies to their friends 
that Eichler thought that possibly a mail 
order business could be developed. 

Eichler had a two-page letter prepared 
and mailed it to a list of 5,000 business 
executives purchased from a list house. 
The results were amazing. Over 400 or- 
ders were received. The orders ranged 
from a single assortment to orders for 
10 to 25 assortments. 

Today, Eichler has 17,000 customers and 
the list is growing each year. By circular- 
izing buyers of previous years a high 
percentage of renewal business is re- 
ceived and many new customers are 
added by mouth-to-mouth advertising. 
It has not been necessary to purchase 
any new prospect names to develop the 
business. 

Not only does the Fin ’n Feather Farm 
specialize in the propagation of game 
birds but it has its own trout streams 
and hatchery. The business has devel- 


oped to the point now where Eichler has 
had to build his own canning plant. He 
has had special labels lithographed that 
are not only attractive but portray gamey 
atmosphere. 

During 1946, the Fin ’n Feather Farm 


raised 13,000 pheasants, 12,000 mallard 
ducks and 2,000 wild turkeys. Arrange- 
ments are being made to raise 25,000 
pheasants next year. 

The Christmas gift assortments are 
built around game birds, ranging in price 
from $7.95 to $19.50. Here is what as- 
sortment No. 3, selling for $12.85, con- 
tains: 1 can pheasant, 1 can mallard duck, 
1 can wild rice and 1 jar wild grape 
jelly. 

The feature assortment this year is a 
bird house containing 1 can pheasant, 
1 can mallard duck and 1 can guinea 
hen. After the cans have been opened 
and washed, they may be arranged in 
the bird house so that it will accommo- 
date three families of wrens. 
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48 
Form Pacific Publicity 


Christy McDevitt, formerly edi- 
tor of Harbour & Shipping and the 
Retailer, and Harry Sedgwick, 
formerly account executive of Mc- 
Kim Advertising Ltd., have organ- 


dized Pacific Publicity, Vancouver, 


B. C. 


Acousticon Runs Ads 


Acousticon International, To- 
ronto, has released a series of ad- 


vertisements to 33 newspapers in 
branch office cities, as well as to 
religious publications, featuring 
its new electrical hearing aids. 
F. H. Hayhurst Company is the 
agency. 


KROW to Expand Power 

Station KROW, Oakland-San 
Francisco, has begun construction 
of a new transmitter in San Fran- 
cisco Bay to boost its power from 
1,000 to 5,000 watts. 
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| a FINE OFFSET LITHOGRAPHY 


THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
WHITEHALL 5957 


Peoria Youths Win) 
Merit Awards 


Preorta, Int.— The Big Four 
Broadcasting Company, a_ teen- 
age group which presented a 13- 
week series of programs over 
WMBD, won the annual Junior 
Achievement Radio Award for 
1947. 

The presentation was made by 
Frank Stanton, president of CBS, 
as a part of the observance of Na- 
tional Radio Week. 

Junior Achievement was found- 
ed in 1919 and incorporated in 
1926 to give youth an opportunity 
to learn about business and in- 
dustry. This is the first year a 
radio award was made. 


To Adair & Director 


Adair & Director Advertising, 
New York, has been named to di- 
rect the advertising of Diaper- 
wite, Inc., maker of Diaperwite 
for cleaning diapers. Newspapers, 
direct mail, car cards and maga- 


zines will be used. 


The TIME Adveitising Quz No7 


HOW DO YOU RATE AS AN ADVERTISING 
HERE’S A WAY TO TEST YOUR 


/ 


are beamed at four 


(Answers below, upside down) 


The Radio Corporation of America’s advertisements in TIME 


of the five following groups: 


A. 1,500,000 families who own nearly 2,550,000 radios (TIME- 
families pay more than double what the average U.S. radio- 
buying family pays per set). 

B. TIME-reading business executives (to sell the advantages 
of radiogram communication). 


O 


C. 573,000 dog-owning TIME-readers (most responsive to 
RCA-Victor’s record trade-mark, ‘“‘His Master's Voice”).[_] 
D. Music-loving best prospects for Red Seal records (975,000 
TIME-reading families have at least one member who plays 
some musical instrument). 


E. Influential TIME-readers in Washington (to tell the story 
of RCA’s achievements in shipboard radar, other scientific 
and industrial research). 


SF 


“Arctic Multi-Fold.”’ 


C. To interest thousands of TIM E-reading physicians—a top 
purchasing group themselves, and a big factor in recom- 


mending and prescribing Duofold. 


D. To pre-sell TIME-reading ballet dancers. 


E. To add to their coverage of sports enthusiasts—including 
499,000 TIME-reading shotgun owners, 547,500 fishermen, 


141,000 sailors, 265,000 riders. 


3 American Trucking Association gives three of the following as 
° 


objectives of its advertising campaign in TIME: 


Pi A. To advance legislation favorable to its members through 
TIME-reading leaders in local and national government (and 
vocal, influential TIME-reading voters). [ 


B. To sell its members’ products and services to top execu- 
tives in all U.S. industries who read TIME each week. 


C. To interest TIME-reading plant officials in relieving plant 
congestion by modernizing their shipping and receiving 


platforms. 


OI 


D. To get the moving business of 409,500 TIME families who 
m 


plan to build or buy homes. 


ee 


E. To promote its “hitch your trailer to a truck” campaign 
among travel-minded TIME-families. [ 


Duofold, Inc., manufacturer of quality winter-weight under- 
wear for men, has a threefold purpose in advertising in TIME: 


A. To reach TIME’s 1,800,000 higher-incomed male readers 
—who can afford and appreciate Duofold’s extra value. [] 
B. To sell the readers of TIME’s “‘North Pole” edition their 


EXPERT? 
KNOWLEDGE. 


C) 
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AT WESSON PARTY—Ralph Nicholson, publisher of the New Orleans Item, 


left, and Charles Nehlig, right, sales manager of Wesson Oil & Snowdrift Co. 
enjoy a joke of J. H. Sawyer Jr., conference chairman, at Antoine's before a 
dinner given by Wesson Oil for 80 delegates to the Newspaper Food Editors’ 


Conference in 


New Orleans. 


Economic Project 
to Be Feature of 
Four A’s Parleys 


New YorK—The American As- 
sociation of Advertising Agencies 
will hold its eastern annual con- 
ference at the Waldorf-Astoria 
here Nov. 18, and the central 
council in Chicago at the Drake 
Hotel Nov. 21. High on the list 
of subjects is the ANA-Four A’s 
program for better understanding 
of the U. S. economic system. 

In New York, morning sessions 
on Nov. 18 will be devoted to 
four concurrent meetings: Copy, 
with W. E. McKeachie, McCann- 
Erickson, as chairman; media, 
Henry L. Sparks, Young & Rubi- 
cam; mechanical production, John 
J. Quinn, Pedlar & Ryan; radio 
production, L. T. Steele, Benton & 
Bowles. 

Afternoon sessions will feature: 
management, Winthrop Hoyt, 
Charles W. Hoyt Company; re- 
search, Dr. Wallace H. Wulfeck, 
Federal Advertising Agency; and 
art and layout, E. F. Molyneaux, 
Newell-Emmett Company. The 
presentation of the ANA-Four A’s 
program for better understanding 
is slated for 4:20 p.m. 


Chicago Program 

The Chicago session will start 
in the afternoon, with a panel dis- 
cussion on “What can be done to 
increase agency net revenue?,” led 
by Frederic R. Gamble, president 
of the Four A’s. Other topics 
slated are “Advertising agency 
costs and management,” Clarence 
B. Goshorn, Benton & Bowles; 
“Five things I would do if I were 
starting in the advertising agency 
business again,’ Melvin Brorby, 
Needham, Louis & Brorby; and “A 
report on the Roper study of top 
decision makers,’ Fairfax M. 


Cone, Foote, Cone & Belding. 

In Chicago, the joint education 
project will be presented as part 
of the dinner program, followed 
by Thomas D’Arcy Brophy, presi- 
dent of Kenyon & Eckhardt, and 
president of the American Heri- 
tage Foundation, sponsor of 
“Freedom Train.” 


Straus Joins Lewin 

David Straus III has joined A. 
W. Lewin Company, New York, as 
an account executive. Prior to 
service in the Army air forces, he 
was assistant advertising manag- 
er of Ronson Art Metal Works 
and later, vice-president of Louis 
London Advertising Agency, New- 
ark, N. J. 


Howard Goes on Own 

Harold F. Howard, for many 
years with the Chevrolet division 
of General Motors Corporation 
and more recently vice-president 
in charge of manufacturing of 
Fruehauf Trailer Company, De- 
troit, has organized the Harold F. 
Howard Company, management 
consultant, in the Fisher building, 
Detroit. 


Broadcasters Elect 


The Kentucky Association of 
Broadcasters has elected Harry M. 
McTigue, Station WINN, Louis- 
ville, president of the group. 
Other officers elected are F. Ern- 
est Lackey, Station WHOP, Hop- 
kinsville, 1st vice-president; J. 
Porter Smith, Station WGRC, 
Louisville, 2nd vice-president, and 
Hugh O. Potter, Station WOMI, 
Owensboro, secretary-treasurer. 


Smith Takes L. A. Post 


Dewey W. Smith, vice-president 
of the Studebaker Corporation, 
South Bend, has been assigned to 
supervision of Latin American 
markets. He will transfer his 
headquarters to the territory and 
devote his full time to develop- 
ment of Latin American business. 


You can do one thing with your advertising in many magazines. But you can do many 


things with your advertising in one magazine—because that one magazine has a 
primary audience of more than 3,000,000 people who are many things to any advertiser. 


Theres ALWAYS an EXTRA 
REASON for Advertising in 
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BARNES & REINECKE Styling 


is sales engineering 


Barnes & Reinecke styling specialists 
are merchandisers as well as engi- 


sell... more utility . . . into your prod- 


| neers. They know how to build more 
uct while keeping production costs and 


selling price at a minimum. The new 
FROSTAIR refrigerator is an example 


We also design packages to add 


| of Barnes & Reinecke styling. 
} 
| 


more sales appeal, like this complete 


line for the Sheaffer Pen Co. 


chure, ‘‘Design Increases Sales.’ 


Write for new, free, full-color bro- 


OUR 14th GREAT YEAR © STAFF OF OVER 200 


BARNES & REINECKE, INC. 
DESIGNERS anv ENGINEERS 
234 E. Ohio St., Chicago 1, Il., Del.6350 
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WMOU Marks Up 


Successful Year 
-Its First, Too 


BERLIN, N. H.—Persons with a 
yen to own a radio station might 
well take a lesson from WMOU, 
which recently ended its first year 
of operations—and with the bal- 
ance on the right side of the 
ledger. 

First, the White Mountain 
Broadcasting Company, owner of, 
the 250-watt station which serves 
this city of 20,000 inhabitants, 
picked a locality where direct 
competition is slight. 

From the outset, WMOU—a 
small group of Berlin business 
men started it with a capital in- 
vestment of $50,000—has inte- 
grated itself in the life of the 
community. Particularly popular 
are church and city council pro- 
grams and farm news broadcasts 
designed for listeners in the out- 
lying districts. 


Takes Network Shows 


At the same time the independ- 
ent station has whenever possible 
carried network programs such as 
the Boston Symphony Orchestra 
and the 1947 World Series. Top 
talent on transcription, such as 
Barry Wood and Bruce MacRae, 
has been sponsored by national 
advertisers. 

WMOU’s list of sponsors has 
averaged around 150 accounts, 20 
or 30 of which are national adver- 
tisers. Beer companies and food 
manufacturers have been its most 
faithful customers. Local backers 
number department, drug, spe- 
cialty, grocery and hardware 
stores—and carnivals. 

In dollars and cents, Charles S. 
Holbrook, sales manager, reports 
WMOU’s programming is paying 
off. Since it went on the air the 
station has been making about 
15% on the original investment, 
with the peak seasons reached in 
prewar Christmas weeks and dur- 
ing the summer months when 
there is a vacation rush to the 
White Mountains. 


Rates Boosted by ‘Boot 


and Shoe Recorder’ 


Boot and Shoe Recorder, New 
York, has advanced its advertising 
rates, effective Nov. 1, with the 
single page rate going to $300. The 
Chilton publication also an- 
nounced establishment of a 2% 
cash discount. 

The Recorder’s net paid circula- 
tion has gained 30% since De- 
cember, 1938, amounting to 19,350 
copies at the end of September. 
Publication costs also have in- 
creased greatly in the past two 
years, according to E. B. Terhune 
Jr., advertising manager. 


Appoints Ad Director 


Michael E. Conway, formerly a 
member of the sales staff of the 
Craftsman Press, Seattle, has been 
appointed advertising director of 
the Pacific Car & Foundry Com- 
pany, Renton, Wash., succeeding 
Byron Walker, who has. been 
named service manager. 


In RE / 


\ PROVED BY 
20 READER 
PREFERENCE SURVEYS 


he National Newspaper of Marketing 
160 E. Ohio St., Chicago 11, ll. 


Becomes Powell-Grant 


Powell Advertising, Inc., De- 
troit, has changed its name to 
Powell-Grant Advertising, Inc. 
Principals are Robert Powell, 
president, and Austin Grant. 


Joins National Export 


John L. Albright, formerly with 
Dancer - Fitzgerald- Sample and 
Bermingham, Castleman & Pierce, 
New York, has joined National 
Export Advertising Service, New 
York, as copy chief. 


WNBC Appoints Norman 


Donald A. Norman, a member 
of the NBC national spot sales de- 
partment for four years, has been 
appointed sales manager of Sta- 
tion WNBC, New York, to succeed 
William O. Tilenius, who resigned 
to join John Blair & Co. 


Adopts Video Films 


Television Advertising Produc- 
tions, Chicago, has been commis- 
sioned to produce a series of two- 
minute spot films to be used on 


video stations throughout the 
country in recruiting new person- 
nel and trainees for the National 
Guard’s air force unit. Gardner 
Advertising Company, St. Louis, 
is the agency in charge of the Na- 
tional Guard’s advertising and 
promotion. 


Uses Grid Contest 


Station KVOO, Tulsa, has 
launched a football contest in co- 
operation with local retailers, 
based on a picture hunt featuring 
members of the Tulsa University 


football team. Photographic blow- 
ups of each player on the squad, 
appearing in 11 Tulsa store win- 
dows, must be identified by the 
winning boys and girls. 


Write for full story 
1135 S. E. SALMON ST. * PORTLAND 14, OREGON 


EXTRA REACH 
GETS EXTRA RESULTS! 


KXOK ALONE DELIVERS OVER *22.1% OF THE 


O 


Ls 


LISTENING AUDIENCE "MORNING « NOON « NIGHT’ IN THE THIRTY 
COUNTIES SURROUNDING ST. LOUIS 


KXOK plays Romeo . . . and woos a plump extra market that'll 
put extra profits right in your lap! It’s that famous KXOK reach that 
does it (Bless that clear signal at 630 on the dial). Yes, KXOK 
reaches all around those 30 lush and prosperous counties within 

a hundred miles of St. Louis, and gathers the listeners in! 

KXOK, alone, delivers over 22.1°, of the total listening audience. 
(Bless that clear signal at 630 on the dial). Twenty other stations, 
from near and far, divide the rest. How plump is this extra 
market? These thirty counties add practically a million 

spenders to KXOK’s million and a quarter “home market,” 

St. Louis. Compare K XOK’s long reach ... and low rates... 
you'll see why KXOK is rated tops with advertisers 


marketing in St. Louis and the thirty-county area. The thirty 
counties are just a portion of KXOK’s 115 daytime 
counties . . . 98 nighttime counties according to BMB. 


* 


Based on a comprehensive coincidental survey in the thirty lush counties sur- 
rounding St. Louis. Over 109,000 calls were completed by Edward G. Doody 
and Company. Write KXOK for a summary of this revealing County Coinci- 


dental Survey — or call your “ John Blair Man” with offices conveniently located 
in New York, Chicago, Detroit, St. Louis, Los Angeles and San Francisco. 


ST. LOUIS 1, MO. « CHESTNUT 3700 
630 KC «+ 5000 WATTS «+ FULL TIME 
Owned and Operated by the St. Louis Star-Times 
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‘Your Human Relations’ 
to Be Published Soon 


A new monthly magazine, Your 
Human Relations, is to be launched 
soon, with headquarters at 522 
Fifth Ave., New York. 

The publication, according to 
E. W. Pryor of Public Relations, 
Inc., intends to report “the multi- 
plying experiments in bettering 
industrial and community rela- 
tions, a field where specialists 
recognize that even the best legis- 
lation is only a partial remedy.” 


| DEP’T- 
STORES LIKE TO 
USE 


ee 


| 


REPLY-O peamucls co. 


150 WEST 22nd St., NEW YORK 11 


Corwin Rejoins B&B 

Marvin S. Corwin, former di- 
rector of the packaged goods di- 
vision of Grey Advertising 
Agency, New York, has rejoined 
Benton & Bowles, New York, as 
account executive. 

Mr. Corwin was with Benton & 
Bowles from 1937 to 1940 and had 
been with Grey since 1940 except 
for three years’ Army service. 


Soil Tools Names Mace 


Mace Advertising Agency, Pe- 
oria, Ill., has been named to direct 
the advertising of Soil Tools, Inc., 
Petersburg, Ill., manufacturer of 
farm tillage machinery. Business 
papers and regional farm papers 
will be used. 


Buxton Joins Ellington 

Edward F. Buxton, formerly 
copy chairman of John Falkner 
Arndt & Co., Philadelphia, has 
joined Ellington & Co., New York, 
as copywriter on the Cities Serv- 
ice account. 


Becomes a Weekly 

The Twin City Daily Times, 
Morehead City, N. C., recently ac- 
quired by Carteret Publishing 
Company from the Morehead City 
Publishing Company, became a 
weekly, published on Tuesdays, 
effective Oct. 28. 


24 pg. book 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


NEON AVENUE 
REPRESENTATIVES 


3500 


Read the exciting story of “big time” merchandising at 
point of sale and how you can build maximum sales 
with Brand Identification Signs. 


“QUALITY NEON” AND FLUORESCENT SIGNS 
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iN QUANTITY” 


IN ALL PRINCIPAL CITIES 


Texas Firm Starts 
Ist National Ads 
for Resistol Hats 


Magazine, Dealer 
Co-op Copy Help 
to Boost Sales 


GARLAND, Tex.—Hatmaker 
Harry Rolnick, “the Lily Dache 
of male headgear,” expects to sell 
a lot of masculine chapeaux this 
fall. _ 

That’s because his Texas com- 
pany, in addition to marketing a 
good product, has opened sales 
offices in New York and Chicago, 
and is making its first concerted 
national advertising bid this fall, 
with a series of half pages in Life 
promoting the Resistol “Self- Con- 
forming” hat. 

The term “Self-Conforming” is 
copyrighted as part of the brand 
name, and is the key factor be- 
hind the products of the Byer- 
Rolnick Company, which is the 
firm’s full corporate name. Mr. 
Rolnick, who designs the hats, is 
vice-president and general sales 
manager. The president is Ed 
Byer, who less conspicuously sup- 
plements Rolnick’s hat “know 
how” and showmanship with gen- 


eral financial acumen. Irving 
Pierce is advertising and sales 
manager. 


Started in 1931 


Shortly after Byer and Rolnick 
went into hat manufacturing in 
1931, after many years of oper- 
ating a modest downtown Dallas 
hat cleaning establishment, Rol- 
nick came up with his brainwave. 
And the ripples are still running. 

He contended that, as hats were 
conventionally made, a man 
bought a hat to his regular size 
and then proceeded to tug or 
_yank it into the shape of his own 
|head, or stretched or padded it. 
He did a simple thing: he di- 
_vorced the hat itself from the 
leather sweatband. 

By stitching in extra leather, he | 
/made the band carry the size and | 
‘hence take the beating to make it | 

“conform” to various gentlemen’s 
'craniums. But the actual felt 
| Structure of the hat floated free 
and kept its shape. Actually, the 
“hat is a fractionally larger size 
‘than the leather. 


Begins Advertising 


| Rolnick soon discovered that it 
| took advertising to impress retail 
-haberdashers who constituted his 
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YOUR SELLING PROBLEM NEEDS 
THE GENE EMERALD 


Gene Emerald jockeys top discs, sings with Ham- 
mond organ, platter-chatters in chuckle-toned style 
for a CONVINCING, AIRWISE, PROFESSIONAL 
JOB OF SELLING. 


Emerald's show experience stretches back 25 


For 90 afternoon minutes daily, Gene puts high- 
ly-Hooperated KRNT minutes to work. 


So popular has the afternoon Emerald show be- 
come that NOW we have him emceeing an addi- 
tional night-time program — the GENE EMERALD 
EVENING SHOW. Adding punch to this half-hour 
platter show are: 
and dramatically told in his famous style; 2 — tele- 
phone quiz calls by BILL RILEY THE KRNT MONEY 


Gene Emerald Can Boost Your Sales, Too! 
SEE KATZ. 


KRNT Has the Personalities in Des Moines 


DISC-uSssiON! 


in stage, radio, nite club, battle- 


| — Gene's short-story, briefly 


a 


Advertising Age, November 10, 1947 
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"SELF-CONFORMING' — That's the 

sales story in this half-page ad, one of 

a series in Life this fall, marking the 

first national advertising of Byer- 
Rolnick men's hats. 


market in Texas and nearby cities 
in the Southwest. To win support 
for his Resistol (the extra leather 
also resisted oil from the scalp), 
he resorted first to direct mail 
appeals to dealers, supplemented 
with newspaper mats and a trade 
campaign in Hat Life. 

Setting up a five-state distri- 
bution area, he added use of radio 
spots on key stations and point- 
of-purchase material for retailers. 

In 1939, a fortuitous tie-in with 
Warner Brothers Pictures gave 
the company the push that finally 
carried it into the national picture. 
Hatlessness was then the hemlock 
for manufacturers like Rolnick. 
Under his deal with Warners, 
| Rolnick furnished the studio with 
a complete wardrobe of men’s hats 
for all pictures, and the film pro- 
ducer saw to it that the male stars 
and supporting actors wore hats 
whenever possible. 


‘Sleepers’ Tried Out 

Nowadays, enough hats to stock 
a store’s hat department go out 
to the movie studios. Sometimes 
there are “sleepers” among new 
Rolnick designs which show up 
well when worn by stars and 
make leaders in the next year’s 
line. 

Along with the Warners’ ar- 
rangement, Rolnick received per- 
mission to feature screen stars in 
his advertising. He continues to 
play up this kind of advertising 


in September 


| 


Powell of “Life with Father” 
wearing a Resistol hat. 

With use of an extended trade 
publication campaign, now em- 
ploying all major apparel papers. 
Resistol distribution widened 
throughout the country and pro- 
duction demands increased. An- 
swer to these demands was con- 
struction of an up-to-date factory 
here on what was formerly a cot- 
ton field. 


Employ Co-op Copy 


The current national ad pro- 
gram follows a “feeler” campaig 
in 1946 with a schedule in Es- 
quire. Several hundred Resisto| 
dealers throughout the country 
now use mats in _ cooperative 
newspaper advertising, the com- 
pany says. 

National magazine copy plays 
up the “comfort” and “lasting 
shape” angles of the hats, and 
“suggestive selling” is being used 
to get women to recommend— 
though not actually buy—men’s 
hats. Resistol hats also are given 
away on such network audience- 
participation shows as “Lady Be 


Seated,” “Honeymoon in New 
York” and “Lunch at the Latin 
Quarter.” 


For a century or more, virtually 
all of America’s better hats for 
men have been made in the East. 
Rolnick’s national bid may force 
an interesting shift in the indus- 
try’s center of gravity. Current 
estimates are that one in eight 
men’s hats sold in the U. S. is 
made at the Byer-Rolnick plant. 
Sales volume last year amounted 
to $5,000,000, the firm declares. 


Craft Idea Discarded 


Rolnick claims to have broken 
hat-making tradition by introduc- 
ing straight-line production, to 
replace the century-old craft idea 
of the single master hatter pro- 
ducing the entire hat. The Gar- 
land plant, too, is pointed to as 
something of a model in employe- 
management relations. Workers 
are constantly encouraged to im- 
prove techniques. Inspectors get 
paid cash bonuses for hats they 
reject. 

Publicity-minded Rolnick won 
nationwide newspaper play re- 
cently when he made his first an- 
nual selection of the “ten best- 
hatted men of the year,” including 
notables from President Truman 
on down. 

Tracy-Locke Company, Dallas, 
handles the Byer-Rolnick account. 


Lau Appoints Hutzler 


Lau Blower Company, Dayton, 
manufacturer of blowers and fans, 
has appointed Hutzler Advertising 
Agency, Dayton, to handle its ac- 
count. Business papers and direct 
mail will be used. 


Laucks Joins Fosgate 
Edward J. Laucks, former|y 
vice-president in charge of sales 
of P. J. Ritter Company, Bridge- 
ton, N. J., has joined Chester C 


Rise . | Fosgate Company, Orlando, Fla 
heavily, and the initial Life ad/| 


preserve manufacturer, as sales 


showed William manager. 
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NJ reaches monthly EVERY 
Retail Jewelry store in the 
U.S.A, listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- ‘ 
TAILERS than are reached Pa 


bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 
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Because jewelry stores *"" 
cialize in small, port r 

‘‘quality”’ articles exquis!(*” 
designed for persona — 
home use — durable artic'® 
representing not only 


iesign 


ultimate in artistic ce*' 


by the second jewelry publi- but also the — 
cation —a greater number gracious living, manuta 
than are reached by all other NATIO NAL ers and importers of al! _ 
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‘pliance Week for lumber and 


Lumber Dealers 
Plan Appliance 
Week Promotion 


Cuicaco—Lumber and building 
supply dealers are making a bid 
for a greater share of the home 
appliance market. 

Stimulated by Building Supply 
News, a sizable portion of the 30,- 
000 lumber dealers in the country 
will observe National Home Ap- 


building material dealers Dec. 1-6. 

Objective of the promotion plan 
is to emphasize the importance of 
the lumber dealers in the appli- 
ance field, especially with the ad- 
vent of the “complete kitchen” 
and “complete laundry” units. 

A survey conducted by the 
trade publication showed that 
dealers are rapidly adding major 
appliances to their regular lines. 
Replies from questionnaires sent 
to some 3,500 dealers indicated 
that major appliances, including 
refrigerators, gas and electric 
ranges, home freezers and dish- 
washers, would be added by 6% 
or more of the respondents. 

Major activity during the week 
will be “open house” demonstra- 
tions at the dealers’ yards. A pro- 
motion kit supplied by Building 
Supply News contains banners, 
radio spots, news releases, sug- | 
gested ad layouts, and suggestions | 
for displays, merchandising ideas, 
etc. 


Directs Van Heusen Ads — 


Lawrence Moses, formerly with | 
Dorland, Inc., Commercial Invest- | 
ment Trust and Schenley Dis- | 
tillers, has joined Phillips-Jones | 
Corporation, New York, manutfac- | 
turer of Van Heusen men’s wear 
products, as advertising manager. 
He succeeds Dayton E. Millman, | 
who has been appointed head of. 
market and advertising research. | 


Appoints Hahn Agency — 

Shermack Products Corporation, | 
Detroit, manufacturer of postage | 
stamp vending machines, has! 
placed its advertising with Marvin 
Hahn Advertising, Detroit. 


Appoints Frank Brown 
Frank E. Brown, formerly with | 
the construction materials division 
of General Electric Company, 
Bridgeport, Conn., has been ap- | 
pointed merchandising manager of | 
Globe Lighting Products Com- | 
pany, New York. 


Look (1 lle 


in the basic sources 


OF MARKET INFORMATION | 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


* Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


Advertsing Age, November 10, 194 


Pfeiffer Appointed 


Raymond L. Pfeiffer, formerly 
vice-president and _ director of 
Louisville Distilleries, Inc., has 
been appointed sales and adver- 
tising manager for the eastern di- 


Transportation Supply Publishing 
Corporation, subsidiary of Traffic 
Service Corporation, Chicago. He 
will continue, also, as vice-presi- 
dent and advertising director of 
Traffic Service Corporation’s Traf- 


W d Worl : 


ville distiller. He will make his ‘ 
headquarters at  Yellowstone’s Air King Names Adams 


home office in Louisville. A. D. Adams, formerly an ac- 
enema —, har oo ¢ Hickey-Mur- | 

arr Joins WTMJ-TV phy-St. George, Inc., has been 
M Jo named advertising manager of Air | 
George Marr, New York vet-|King Products Company, Brooklyn, 
eran of 17 years in radio, has been | manufacturer of radios, combina- | 
appointed special events manager| tions and wire recorders. 
of WTMJ-TV, the Milwaukee ‘Siieiticntbeaiaaneteas 


Journal’s television station. 
Robert H. Ames, formerly ad- 


Stanley Made Publisher vertising manager of Capital Air- 


Emil J. Stanley has been ap-| lines, has joined Kiplinger Maga- 
pointed publisher of Transporta-| zine, Washington, as circulation 
tion Supply News, published by | director. 


Ames Joins Kiplinger | 
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DVERTISERS in Distribution Age reach the top 


purchasing-executives of all eight basic phases of 

distribution; Transportation, Handling, Packing 
and Packaging, Finance, Insurance, Warehousing, Market- 
ing and Service and Maintenance. It is our carefully inte- 
grated editorial content that excites and holds the interest 
of DA-readership. And it is this concentrated readership 
(38,995*) that is constantly seeking new distribution 
equipment and services which will aid in reducing the 


over-all cost of distribution. 


The horizontal circulation of DA eliminates not only the 
need of advertising in several media to reach the markets 
requiring distribution equipment and services but also 
eliminates waste circulation. DA is eeonomical—DA brings 


results, because it hits all eight, right along the top. 


*Latest survey indicates 2.73 readers per copy 


DISTRIBUTION AGE 


«THE MAGAZINE THAT INTEGRATES A 


REPRESENTATIVES IN LOS ANGELES, CAL. * SAN FRANCISCO, CAL. 
CHICAGO, ILL. * PHILADELPHIA, PA. * CLEVELAND, O. * SEATTLE, WASH. 


HIGHLIGHTS FROM THE 
DECEMBER ISSUE OF 


‘h 


MEN AND METHODS... Leading au- 
thorities in industry and DA staff corres- 
pondents will discuss men and methods— 
the human equation and the mechanical— 
in relation to basic distribution practices. 
If the overall cost of distribution is to be 
controlled there must be more recognition 
from top executives, as our authors point 
out, of the need for more integration and 
coordination between various distributive 
phases, including transportation, handling, 
packing and packaging, finance and in- 
surance, warehousing, marketing and ser- 
vice and maintenance ... DA for Decem- 
ber will feature many provocative articles 
on the subject. 
. 


BRITAIN'S NATIONALIZATION ACT... 
G. Lloyd Wilson, who discussed the eco- 
nomic and political pressures responsible 
for Britain's program to nationalize trans- 
portation, will again discuss the subject in 
DA for December, this time in the light 
of public reaction as revealed in leading 
British trade papers and in the discussions, 
pro and con, which preceded its enact- 
ment into law. He will also discuss the 
men who will administer the new law. 
° 


COLD STORAGE DEVELOPMENTS ... 
R. T. Prescott, of The Refrigeration Re- 
search Foundation, will outline the rapid 
increase in refrigeration research which is 


making new and better products possible 
in this field. 


, LL PHASES OF DISTRIBUTION 
100 EAST 42nd STREET * NEW YORK 17, N. Y. © Telephone: MUrray Hill 5-8600 
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Gets Hosiery Account 


Belvedere Hosiery Company, 
Charlotte, N. C., manufacturer of 
Festival 5l-gauge nylon hosiery, 
has appointed Marcel Schulhoff & 
Co., New York. A business paper 
campaign will begin immediately, 
with consumer advertising sched- 
uled to break in magazines in a 
few months. 


Not tomorrow, but now. Let 
BSN help you do it! 


Greeting Card Industry 


Alters Name, Expands 


The Greeting Card Industry, 
New York, formally changed its 
name to the National Association 
of Greeting Card Publishers at its 
sixth annual meeting held in New 
York. 

S. Q. Shannon, managing direc- 
tor of the association, announced 
that the public relations program 
would be increased in the next 
year. The promotional activities 
will include special research plans, 
the production of transcribed radio 
programs and special newspaper 
feature stories on greeting cards. 


Shifts Mystery Show 

The Frigidaire division of Gen- 
eral Motors Corporation, Dayton, 
has scheduled a new Sunday spot 
for its weekly radio mystery, “The 
Man Called X,” which was aired 
over 160 CBS stations ‘Thursday 
nights. Effective Nov. 2, the 
mystery thriller shifted to 7:30 
p.m., CST, with repeat broadcasts 
at 8 p.m., PST, for western listen- 
ers. 


NRDGA Explains 
Scientific Way 
to Test Displays 


New YorK—The National Re- 
tail Dry Goods Association de- 
scribes a “scientific method” to 
test how successfully interior store 
displays attract customers and in- 
crease sales, in a 24-page book 
just released, “How to Evaluate 
Display.” 

Complete information on how 
any organization can create its 
own display research program is 
given with suggested areas for 
testing. The book contains the 
testing techniques created by an 
NRDGA two-year study with the 
New York University School of 
Retailing, which was conducted, 
explains Howard P. Abrahams, 
manager of the association’s sales 
promotion division, “because dis- 
play as a retail selling force had 
no wealth of informative, tech- 
nical literature for stores and 
manufacturers, even though dis- 
play is the one indispensable sales 
promotion medium of retailers.” 

The publication shows prac- 
tices predominating in the han- 
dling of certain types of merchan- 
dise—men’s ties, women’s costume 
jewelry and infants’ wear. Dif- 
ferent types of displays were 
tested against each other on 
closed counter, open table, raised 
rack, back of counter ledger dis- 
plays and merchandise in use, and 
results are presented. 

Results of a questionnaire on 
store display policies, circulated 
to more than 1,000 member 
NRDGA stores, revealed that in 
76.9% of stores, departmental dis- 
play is a responsibility of the dis- 
play department, and in 50% of 
stores, the store has a written, or 
clearly understood, departmental 
display policy. 


Morse Joins Speaker 

Angus B. Morse, formerly as- 
sistant advertising manager of 
Delta Mfg. Company, Milwaukee, 
has been appointed advertising 
and sales promotion manager of 
J. W. Speaker Corporation, Mil- 
waukee, manufacturer of auto- 
motive accessories. 


Gorman to Philip Morris 


Pat Gorman, formerly in the 
automobile industry, has been ap- 
pointed assistant merchandising 
director of Philip Morris & Co., 
New York. 


‘No wonder he knows the answers. He brought his copy of 


the Chicago Journal of Commerce.’ 


COVERAGE 


really covers top management in 
the Central West. You find it 
read, used, preferred, relied on by 
some 100,000 men who administer 
the multi-billion dollar buying 
power of the nation’s greatest in- 
dustrial area. 

Here your advertising budget 
buys no waste. You get daily 
coverage concentrated on the most 
purchase-powerful force of man- 
agement executives in America. 
And you get it at moderate rates. 


The source of daily business news 
in the nation’s greatest 
industrial area. 


The Chicago Journal of Commerce | 


Advertising Age, November 10, 1947 


PLAN AWARD FOR ADWOMEN—Instrumental in establishment of a national 

advertising award for women, announced at the Intercity Conference of 

Women's Advertising Clubs in Detroit, are (left to right) Prudence Allured, 

publisher, Manufacturing Confectioner, Chicago; Honor Gregory House, pres- 

ident, Gregory & House agency, Cleveland, and Florence Cox, Cox & 
Dunbarger, Detroit. 


Sperry, Safeway, 
Ease and Duncan 
Holding Contests 


Cuicaco — Among new contests 
recently announced is one by 
Sperry division of General Mills, 
in which 200 Regina Electrik- 
broom vacuum cleaners with a re- 
tail value of $7,900 are offered in 
western states served by Sperry. 
The division is using comic sup- 
plements for promotion, which is 
to boost Sperry Wheat Hearts 
cereal. Last month, Sperry, for 
its pancake mix, ran a contest of- 
fering aluminum ware prizes. 

(Sperry recently offered a $5.95 
Elasti-Glass raincape for $1 in a 
coupon ad, to promote Drifted 
Snow flour. Pillsbury Mills, which 
a month ago ran a $32,900 dia- 
mond ring contest for its flour, 
more recently tested a five-piece 
baking kit for its pie crust mix in 
Peoria. Centennial Flouring Mills 
and Albers Milling Company also 
are using premiums currently.) 

Ease, Inc., Burbank, Cal., re- 
cently ran a newspaper campaign 
in southern California for Ease 
cleaner, offering Thor and Me- 
nasco washers, Crest aluminum 
ware and other household goods 
as prizes. 

Safeway Stores is conducting a 
contest for Edwards coffee; $25,- 
000 in cash and sterling silver cof- 
fee services are offered for best 
“why I like” letters. Safeway re- 
cently held a contest for Kitchen 


Craft flour. A $12,000 home plus 
$1,000 to buy a lot were offered 
for best names for the home. 

Duncan Coffee Company, Hous- 
ton, is running a contest for Ad- 
miration coffee, for 50-word state- 
ments on “my favorite grocer.” 
Prizes are $1,000 in cash, a Philco 
refrigerator and Crosley radio- 
phonograph, plus. other prizes 
weekly until Nov. 16. 


Pioneer Ice Cream 
Appoints DC&S 


The Pioneer Ice Cream division 
of Borden Company, New York, 
has appointed Doherty, Clifford & 
Shenfield, New York, to handle ad- 
vertising for Horton’s ice cream, 
Ricciardi’s ice cream and Carpen- 
ter’s ice cream, and local advertis- 
ing for Borden’s ice cream, effec- 
tive Dec. 6. The agency has had 
Borden’s Reid ice cream and Mel- 
O-Rol account for several years. 

Young & Rubicam, New York, 
which formerly handled _ the 
Pioneer division, places advertising 
for the Borden ice creams in Chi- 
cago, Detroit and San Francisco, 
and in national magazines, while 
local agencies throughout the U. S. 
handle local advertising for the 
product. Doherty, Clifford & Shen- 
field handles all Borden ice cream 
advertising in the New York 
metropolitan area. 


Renames Gerald Lesser 


David E. Kennedy, Inc., has re- 
appointed Gerald Lesser, Inc., New 
York, to handle its entire advertis- 
ing account, including Kentile, 
Kencork, Kenbase and _ related 
sundries, and Tilco Fin extended 
surface tubing. 
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THE MAGIC SPIRE 
OF CHRISTMAS & 
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"Send for FREE CATALOG “Colors that Sam 
Black Lights, fluorescent lacquers, crayons, — 
water colors and fabrics. Simple to use. Write today. 


BLACK LIGHT PRODUCTS: 


67 East Lake Street Chicago 1, 
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Patent Medicines 
May Get First Ad 
Support in France 


Paris—Patent medicine adver- 
tising may reappear in French 
media. 

Responsibility for patent medi- 
cine production and authorization 
of advertising rests in the hands 
of the Control Commission set up 
by the Ministry of Health. Until 
recently, all members of the board 
were doctors—and there was no 
patent medicine promotion. 

Just recently, however, M. De 
Plas, president of the Advertising 
Federation, was appointed to the 
commission. It is not his first ap- 
pointment, since the last time that 
the Christian Democrats held the 
health ministry he was named to 
the group, and plans for permit- 
ting advertising were instituted. 

A quick change in the govern- 
ment at that time gave the Com- 
munists control of the Ministry of 
Health, and the doctors were re- 
appointed, crushing any hopes ad- 
vertisers may have had. 


Asks Equal Chance 


Meanwhile, the Press Federa- 
tion turned down an Advertising 
Federation appeal for joint action 
in requesting the right to adver- | 
tise aperitifs from the Chamber | 
Committee of Social Affairs. 

Undaunted, the ad group pre-| 
sented the appeal to the chamber | 
committee, noting that brandies 
are allowed to advertise, and ask- 
ing equality of opportunity. The) 
committee declared that rather. 
than permit aperitif promotion, 
advertising of brandies should be | 
halted immediately. The industry 
is expected to contest such a de- 
cision fiercely. 

However, the press, in some) 
cases, is now more amenable to | 
taking aperitif copy, since space 
rates have jumped as much as 


As a user of Words 
You will be thrilled | 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 
as he tells you of his business experi- 


ences in that interesting book 
“Teacher of Business.” 


,’ 


This man who built one of America’s | 
most successful business publishing | 
properties — The McGraw-Hill Pub-| 
lishing Company — is none other than | 
James H. McGraw. 


The size of this book is 6% x 94— 
It is bound in a beautiful green 
simulated leather with title and sub 
title printed in gold ink on the front 
cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
a front inside page. This book 
will make a useful, permanent addi- 
tion to your business and home 


library. 
$ 1 00 


per copy 


Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, Ill. 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 922 
100 E.. Ohio St., Chicago 11, Il. 


Gentlemen: 


een 
+ 
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50% recently and space buyers 
are comparatively scarce. 


U. S. Tele Names Two 
Shelby York has been named 
assistant sales manager of U. S. 
Television Mfg. Corporation, New 
York. He formerly was a distribu- 
tor for General Electric Company. 
At the same time Irving Megeff 
was named project engineer for 
U. S. Television. He has been in 
electrical, mechanical and produc- 
tion engineering for 20 years. 


Names Fellows-Bogardus 

Benedict Mfg. Company, East 
Syracuse, N.Y., maker of silver hol- 
lowware for home use and an In- 
destructo line for institutions and 
restaurants, has appointed Fellows- 


|Bogardus Advertising, Syracuse. 


Joins Chernow Agency 

Virginia Herrod, formerly with 
American Home; New York, and 
Gardner Advertising Company, 
St. Louis, has joined the staff of 
the recently-established St. Louis 
office of Chernow Company, New 
York. 


Trade Publication 
Push to Introduce 
New Electric Sheet 


MANSFIELD, O.— The Westing- 
house electric appliance division 
here is using pages in the Daily 
News Record, Retailing Home 
Furnishings and Linens & Do- 
mestics to introduce an electric 
sheet and to offer cooperative ad- 
vertising to dealers handling the 
new product. 

Distribution, to begin this 
month, will be limited to key 
cities, R. Z. Sorenson, manager of 
the small appliance department, 
reported. No national consumer 
advertisements will be scheduled 
this year. 

Designed for use with con- 
ventional bed coverings, the new 
Westinghouse product will retail 
at less than $30. The sheet is 
identical in operation with the 
warming sheet in the Westing- 
house electric comforter. 


There are 17 buttonholes around 
the outer hem of the electric sheet. 
By sewing buttons on top cover- 
ing, it can be attached to the elec- 
tric sheet, thus making an elec- 
tric blanket, comforter or quilt. 

Operation of the new bed cover- 
ing is regulated by an Automatic 
Watchman Control, in the form of 
a small ornamental powder box. 

Fuller & Smith & Ross, Cleve- 
land, has the account. 


Prestone Runs Ads 


Canadian National Carbon 
Company Ltd., Toronto, has 
launched consumer advertising for 
Prestone anti-freeze in national 
magazines, daily and weekly 
newspapers and farm _ publica- 
tions, as well as spreads in seven 
business papers. Locke, Johnson 
& Co., Toronto, is the agency. 


Boyce Moves Offices 


Maynard Boyce, Inc., Los An- 
geles transit advertising company, 
has occupied new, enlarged offices 
at 2030 Wilshire Blvd. 


| A@GSTERY 


Carrying the Most Product 
Advertising to Hosiery Mills: 
_ KNIT GOODS WEEKLY 
Carrying Hosiery Advertising 


to Retailers and Wholesalers: 
Monthly Hosiery Merchandising 
Section—edited solely for 


Buyers of Hosiery ; 


KNIT GOODS WEEKLY 
1 Madison Ave., New York 10 


GIBBONS 
da. 4. 


KNOWS 
GIBBONS LTD. avveatisine e 


CANADA 


HEAD OFFICES 200 BAY STREET TORONTO 


© MONTREAL + WINNIPEG «¢ REGINA + CALGARY «+ EBMONTON + VANCOUVER 


OUTDOOR 


“FIRSTS” 


= hopes 


No. 41N A SERIES 


aysl ce COVERAGE OF ALL 


INCOME GROUPS 


UP TO $20 


Please send me... .copies of “Teacher 
of business”. Enclosed is $.......... 


Name 
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$20 TO $40 


$40 TO $60 


PERCENT WHO GO OUTDOORS - 
ACCORDING TO AVERAGE BLOCK RENTAL 


ls 


‘ 


UNKNOWN 


“ 


$60 TO $80 $80 AND OVER 
UP TO $20 PER MONTH....78.0% DAILY 
$20 TO $40 ” a 4000466 
$40 TO $60 ” e000 SBP 
$60 TO $80 ” " o» 52 
$80 AND OVER 4 .- 818 
UNKNOWN ” 5 . 81.6 


(Based on a pilot study made by the Traffic Audit Bureau in Fort Wayne, Ind.—1946) 
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YOu SAY THEYRE 
| SPECIALISTS IN 
ADVERTISING GAG 


CARTOONS ? 


SURE! JOMNSTONE 
ANO CUSHING, 

155 EAST 44% ST 
NEW YORK 17 NY 


KGO Boosts Power 
Station KGO, San Francisco, 
will retire one of the nation’s old- 


est transmitters on Dec. 1, when it | 


starts operation with a modern 
50,000-watt unit. The former 
1,000-watt transmitter began op- 
erations in December, 1924. 
KGO’s new FM station recently 
began broadcasting on a six-hour 


| 
| 


Advertising 


Look for the margarine “lobby” 
to get in a few good punches at 
its arch-rival during the special 
session of Congress. Outsiders will 


daily schedule, and it plans to set | be helping, too, in the drive to 


up a television station. 
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Tell us about your 
offer and we will 

recommend suit- 
able lists. 


MAIL SELLING 


| retary-manager 


wipe out legislation protecting the 
nation’s butter interests. 

One group, the National As- 
sociation of Retail Grocers, al- 
ready has telegraphed President 
Truman asking his help in getting 
Congress to eliminate the mar- 
garine tax at the forthcoming 
session. Mrs. Rose M. Kiefer, sec- 
of the group, 


|charged that the present tax is 


| 
| 
| 


“unjustly discriminatory against 
lower income consumers.” 
bo * * 
Inflation sidelight: Marshal] 
Field & Co., Chicago, has just 


|compiled in booklet form the 60 


best ads used in a highly success- 
ful newspaper series featuring the 


Merchandise 


“good executive.” 
was selected for its particular ap- 


peal to executives, who were 
urged to order everything from 
cocktail jiggers to mink jackets by 
*phone. Prices were included, of 
course. 

A paste-over note on Page 2, 
however, reminds those who get 
to view the ads that they “are not 
accurate presentations of current 
stock or prices.” 


* * * 


James L. LaMarr, sales training 
director of the Parker Pen Com- 
pany, Janesville, Wis., views Cin- 
cinnati as the nation’s best train- 
ing ground for sales promotion. 
He visited the Ohio city recently 
to conduct a two-day movie and 
slidefilm course on selling tech- 
niques for local store employes. 
The course is a trial version of a 
similar program to go national 


ATTENTION COMPELLING because of their unmatched beauty, 


Cincinnati Blue Ribbon Signs double the value 


of your national advertising at the retail level 


where sales are won—or lost! 


Include indoor point-of-sale signs 


in your advertising budget. 


But be sure you write to 


The Cincinnati Advertising Products Co. 


No other company offers such 


wide possibilities in custom-built 


all glass, glass and metal, glass and plastic 


neon, fluorescent or non-illuminated 


signs with your brand name fired in— permanent. 
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CINCINNATI Advertising Products Co. 


The 


3676 BEEKMAN ST. 
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CINCINNATI 23, 


Representatives 


OHIO 


in Principal 


Cities 


Coast to Coast 


COMBINES Brilliance, Beauty ond 
Cleanliness. Neon letters and entire 
signs are covered with drawn plexiglas. 
This “Perma-Kicen” Model offers a 
variety of shapes. 


ps 


MINUTES COUNT in selling, too. Write 
at once for prices of our newest Ad 


Clocks. Your dealers will poy a part 
of their low cos 


TWO fiyorescent tubes (easily replaced) 


RIGHT on the counter 
Cincinnati Model No. 117 of metol 
with translucent trim, illuminated by 
bulb, name and picture of products ore 
“fired-in” the glass in notural color. 


light this “Perma-Glow" Model. The front 
is encased in plexiglas, Most practical 
for towns of ony size. 


stands this 


Age, November 10, 19% 
after Jan. 1. 
Cincinnati, said Mr. LaMarr 
can boast of a cosmopolitan char. 
acter because “more happens 
there,” it has people of all types 
and it’s noted for its alert retajj 
management. 

* * * 
Although Great Atlantic & Pa. 
cific Tea Company is one cf the 
largest private brand promoters— 
as well as the nation’s largest 
chain—only about 15% or $300. 
000,000, of its current $2 billion g 
year sales volume is said to be 
done in its own brands. 

oe * * 
Because of inability to get back- 
of-the-book editorial material up 
to its standards, The New Yorker 
will be forced to leave out about 
50 pages of advertising in No- 
vember and December. The maga- 
zine maintains a 50-50 editorial- 
advertising ratio. 

* cg * 

Licensed Beverage Industries, 
Inc., is closer to its long-discussed 
long-range advertising program 
than to special advertising in con- 
nection with the distillers’ coop- 
eration with President Truman’s 
food-saving program. 

ok * * 


Both This Week Magazine and 
The American Weekly may pass 
the 10,000,000-circulation mark 
before long. The American 
Weekly, distributed by 20 news- 
papers, has now reached 9,500,000, 
and This Week, with 24 papers, is 
near 9,000,000. 

* * * 

Cities Service Company is plan- 
ning a considerable advertising 
splurge, in January, when its Lake 
Charles, La., plant finally is given 
a rest. By then this plant, it is 
expected, will have been engaged 
in continuous catalytic cracking of 
gasoline for 601 consecutive days, 
setting a world’s record by about 
200 days. 

Newspapers, business papers 
and other media will be _ used, 
through Ellington & Co., recently 
appointed to handle the Cities 
Service account. 

a * * 

Armour Fertilizer Works, At- 
lanta, probably will break an ex- 
tensive newspaper campaign early 
in 1948 to promote Velvetgreen, 
its new plant food for home use. 
Plans for distribution of the prod- 
uct are now being completed by 
the Armour & Co. division. 


Three Join Shaw 

John O’Dea, formerly with 
Evans Associates and Russell T. 
Gray, Inc., has joined John W. 
Shaw Advertising, Inc., Chicago, 
as a service manager. Dugald F 
Gordon, formerly with the Charles 
Daniel Frey agency, has joined 
Shaw’s copy department and Elsie 
Laufer, formerly with Carson 
Pirie Scott & Co., has been nameé 
co-production manager. The 
agency has named Ridings & Fer- 
ris as its public relations counsel. 


Fairburn Named Chief 
Robert G. Fairburn, lst vice- 
president of Diamond Match Com- 
pany, New York, has been elected 
president and chief executive 
officer, succeeding his father, the 
late William A. Fairburn. H. F. 
Holman, treasurer since 1921, was 
named chairman and Henry G 
Lucas, secretary, was named vice- 
president and secretary. 


Bandtown Bugle’ Bows 

H. & A. Selmer, Inc., Elkhart 
Ind., has started publication # 
“Bandtown Bugle,’ newspa 
size sheet to be distributed t 
000 school bandmasters throug" 
out the country, as well as ™ 


tures and editorial content 


help. 


Gibbons Named Partner 
Arthur D. Gibbons, forme! 


an active partner of Rothma” 


relations, Pittsburgh. 


manufacturer’s 4,000 dealers. 11% 


student musicians “how to do 


production chief for Dubin A* 
vertising, Pittsburgh, has becom 


lz 


Gibbons, advertising and publie 
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, | <1]. | ipts, $130; specified - | 
Mar | | receipts, ; specified commer 
me ‘$17 Billion Spent cial participant amusements, $299; 
« | other informal recreation expendi- 
ens 
a tor Recreation, | tures, $3,526; camp fees, $35; 
retail - |clubs, $302; other commercial 
, Curtis Reports amusements, $135; foreign travel, . I 
| e 
PHILADELPHIA—Recreational ex- | $320. 
k Pe. /penditures in 1946 totaled about) The report declares that the in oe f . 
sf the '$16,845,000,000 in the U. S., ac-| “market outlook for this industry or years, farmers in Kansas and 
ters cording to a new research depart-| is good.” | 
ae prvi Dadi sgthternage Pirse- na era kot | nearby states have turned to WIBW 
$300, Company. ds sae aia Keystone Totals 302 | for dependable service and preferred 
on a | ° P m e ; e 
to be | shows that that expenditure was) With 37 stations having signed | entertainment. 
|109% over recreational expendi- within the past two months, Key- | 
f |stone Broadcasting System, na- | 
tures in 1939. tional transcription network with | 
back. The Curtis study breaks down headquarters in New York, now 
jal up 


the total as follows (in millions): | includes 302 stations. | pa {oo ey: 


rorker RECORD—James H. Carmine (left), Food and beverages, $8,003; IF | 


about vice-president in charge of merchan- sports clothing, shoes and acces- | Mason Joins Geyer | 
1 No- Bi dising of Philco Corp., congratulates | SOF1ES, $1,071; personal care, $231, William R. Mason has resigned 
Maga- fi Joseph H. Gillies, vice-president in hotel and other lodging—rentals, as a group director of William B 
torial- charge of radio production, as the | $449; transportation, $5,141; ad-|Remington Inc. Springfield, | 

20,000,000th set rolls off the line in | missions to spectator amusements, | Mass., agency, to ’ join Geyer, 


T TheVoiceosKansas 


Stries , : 
"Bi paper and magazine ads and spot radio 
cussed ig /*P announcements. 
ogram 
n con- 
coon fSunnyvale Gets 
61,000 Answers 
e «dion Premium Offer ) 
SS 
markf™ SAN Francisco—Sunnyvale 
‘ican gracking Company here has re- 
news-[gvealed that it received five times 
00,000,825 great a response as was ex- 
ers, isggpected to a premium offer it made 


; plan- 
rtising 
s Lake 


Philadelphia. The event was marked | $1,684; pari-mutuel net receipts,| Newell & Ganger, New York, as 
by “Phileo Week" promotion in news- $160; non-vending coin machine! account executive. 


on a radio program in September. | 

The company, maker of Rancho | 
soups, said 61,399 persons sent in | 
25 cents and a Rancho label to get 
a ball point pen offered. The offer 
was made 12 times in the month. 


. given 
tL, it is The program was “Meet the 
ngaged Missus,” sponsored by Sunnyvale, 


cing of 
> days, 
about 


papers 
used, 
cently 


Monday, Wednesday and Friday 
on 30 Columbia Pacific network 
stations, at 3:15-3:30 p.m., PST. 
McCann-Erickson is agency for 
the company. 


utherland Advanced 


ee 


Cities Rod W. Sutherland, formerly | 

astern representative of the pub- e 

lication, has been named adver- | [- Ww § 
s, At-Biising manager of Canadian Busi- eee 
an ex-—ess Magazine, published by the 


1 early 
tgreen, 
ne use 
> prod- 
ted by 


‘anadian Chamber of Commerce, 
Montreal. Jack M. Hayes has been 
hamed assistant advertising man-_ 
ager of the publication’s Toronto | 
fice, replacing Jack Cooper, who | 
ecently joined Elliott - Haynes | 
Lid, market research firm. 


Heads Junior Adclub | 


Educators and psychologists have 
always attributed high value to word- 
knowledge . . . vocabulary—as an 
index of intellectual capacity. In the 
last two decades, the aptitude tests 
afforded concrete confirmation. 


Today’s kids have a tremendous 
advantage over the little red school 
house generation—they and _ their 
families read 50,000,000 comics books 
amonth,a potent vocabulary building 
force! Shortly before the war, Dr. 


The most popular of all current 
literature, comics magazines top all 
major general periodicals at the 
newsstands . . . go to 90% of the 
14,000,000 U.S. homes with children 
from eight to twenty...are regularly 


y with Roy L. Moskop, advertising as- Johnson O’Connor. head of the Robert L. Thorndike of Columbia read by 85% of the youngsters, 40% . 

sell TMistant with the Southwestern | fe : 

:  BBiste i outhwestern — . . ; . . . us 

| 4 v. © © s « « Z ss 4S INé « « a: ee c , » - 

hn W.MRell Telephone Company, has | Human I ngineering Laboratories, analyzed four issues of National of the adults... profitably productive | a 

wala F been elected president of the) which have given and recorded more Comics . . . found they averaged in sales, counter calls, box tops, | gs 

alc juni isi ‘ y ‘ es | ee 

“harles er Fd oe A se yh | than 100,000 aptitude tests, reports around 10,000 words... and each of — orders, inquiries. | - 

are we . ’ ih ‘ ® ° ° é | 

A Gisie tm Newspaper Union, was named that wide vocabulary is the common — the books had 1,000 different words And the best of all the comics x 
sie t a | is 


Ars Ol @plett, Westheimer & Co., 2nd vice- | . horses ie gg tn ; ee 
name¢@resident, and Robert Buck, Pet regardless of types of aptitudes about 500 in thousands 2-5, 200 in — best content, finest appeals, editorial 
& Bn = Corporation, 3rd vice-presi- | ... complementary to over-average thousands 6-10, 100 in thousands — supervision of well-known educators | 
counsel. Savenenenpememmese abilities without exception. Wordsare — 11-20, and 200 outside the 20,000 and psychologists. 
‘of amed Sage-Allen A.M. the common coin of understanding, in the Thorndike word list! Easily identifiable by the . 
ee tes Rabel Rentie, peeeniy Bs the exchange of ideas. The gifted in &D Superman-DC seal on the i: 
n eee bert. ewan ota Hartford, ae every field, the leaders are all rich The comics magazines open new covers, National Comics : 
scutive ‘en appointed advertising man- in vocabulary. horizons for the child’s mind... turn have more than 8 million monthly : 
er, the ~” ph, ati gor Mg Co., Hart- word learning into fun... pictures ABC circulation, reach nine of ten 
a one I, children, vocabulary is the make the context clearer than the — regular readers of comics magazines 
nry G. plastic characteristic, about which dictionary . . . and action, drama, ...now carry the messages of many 
evan something can be done! “Vocabulary — continuity carry the interest, expand — leading national advertisers...have 
is acquired early in life.’ saysJohnson vistas, broaden backgrounds, open been proved efficient, economical, 
ws O’Connor. . . . “The large vocabu- up avenues of art,science,economics. and cost only about one-third that of | 
os 7 laries of successful individuals come _ politics, history... help lay the basis — general media! For an interesting and 
spi a. before success rather than after.” for adult success. impressive record of results, call... 
as the 
rs. Pic j 
. 
yao THE NATIONAL Comics GROUP 


ist vice-president; James R. Gim- | 
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National Newspaper of Marketing 
F 100 E. Ohio St, Chicago 11, IN. 


denominator of all successful people 


beyond the commonest thousand... 


RICHARD A. FELDON & CO.,INC., National Advertising Representatives 


205 East 42nd St., New York 17, N.Y. « Chicago « Los Angeles « San Francisco 
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Starts FM Station 

WHBF-FM, Rock Island, IIL, 
first FM station in the quad-city 
area of Rock Island, Moline and 
East Moline, Ill., and Davenport, 
la., began operations Oct. 28 on a 
12:30 noon to 10:15 p.m. daily 
schedule. With WHBF, ABC out- 
let, it is an affiliate of the Rock 
Island Argus. 


a8 yeah 


Munsingwear's 
Spring Campaign 
in 8 Magazines 


MINNEAPOLIS Munsingwear, 
Inc., will run the biggest cam- 
paign in its history next spring 


wher 
| 


Largest PAID Circulation—by three | 
times—of any magazine covering | 
the entire industry... and a total of | | 


| 


11,000 reavers montuty 


| 
| 


(Tops in the field) 


82 Wall Street, New York 5, N.Y. 


| Yorker, 
| Post, Seventeen and Vogue. 


for all of its seven divisions. 


| The company revealed its ads 


will run in Good Housekeeping, 
Harper’s Bazaar, Ladies’ Home 
Journal, Mademoiselle, The New 
The Saturday Evening 


The ads, totaling 98 insertions, 
will promote women’s lingerie, 
girl’s underwear and _ sleeping 
wear, women’s hosiery, foundation 
garments, men’s underwear and 
sleeping wear, boys’ underwear 
and sleeping wear, and men’s and 
boys’ hosiery. 

In addition, Munsingwear will 
use space in Boys’ Outfitter, Cor- 
set & Underwear Review, Depart- 
ment Store Economist, Hosiery & 
Underwear Review, Infants’ & 
Children’s Wear, Merchants Trade 


YOU CAN DO IT TODay: 


NOW YOU CAN BUY 


. 


ADVERTISING SPACE 


ON ANY PART OF 


10,000,000,000 


MATCH BOOKS FROWN 


ONE SINGLE SOU 


RCE 


NATIONAL MATCH BOOK 
ADVERTISING, INC. 


The First and Only, service oF its KIND 


@ Complete coverage of selected 
coverage of the nation. 


markets or blanket 


@ Certified, controlled distribution . . . insures 
guaranteed coverage of selected areas, 
at selected times, in selected quantities. 


@ Advertisers buy only the spa 


ce—not the matches... 


at a small fraction of the total cost. 


@ 100% attention value! No sur 


rounding ads or editorial 


matter to distract reader attention. 
Beautiful full-color reproduction on front 
and back covers. Total of 96 lines of 


potent advertising space 


@ Repeated readership! 20 lights per match book... 


20 exposures per ad. 


@ Market research...copy... 
services at your disposal 


design . . . production 


Wine-Write-P lame FOR COMPLETE INFORMATION 
NATIONAL MATCH BOOK ADVERTISING, INC. 


506 South Wabash Avenue + WEB 


ster 3853 «+ 


Chicago 5, Illinois 


Evening Post and Nov. 8 Collier's. 
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OPENS MAGAZINE DRIVE—First ad in Hudson Motor Car Co.'s "greatest 
magazine advertising program" was this full-color spread in the Nov. | Saturday 
The illustration is a composite picture of 
all Hudson plants. 


Journal and Men’s Wear. A large 
quantity of new display material 
has been prepared for dealer use, 
and a sales training booklet will 
be available for retailers. 

The company next month will 
open a new manufacturing plant 
at Ashland, Wis., for production of 
sleeping wear for women. The 
plant will bring its total to eight 
branch plants and two hosiery 
mills. The sales staff is being ex- 
panded. 

Kenyon & Eckhardt, New York, 
handles the advertising. 


Issues Industry Guide 


The Tennessee State Planning 
Commission, Nashville, has issued 
/a guide to community industrial 
development, titled ‘Partners— 
| Industry and the Tennessee Com- 
munity,” and covering such fac- 
tors as raw materials, labor, utili- 
ties and fuel, transportation, fi- 


nancing and taxation, buildings 
and sites, housing and civic im- 
provements and publicity. Copies 
of Sa 44-page manual sell at $1 
each. 


Heads Sportsmen’s Show 


Loyal M. Kelly, formerly a 
senior account executive with Mc- 
Kim Advertising Ltd., Toronto, 
has been appointed general man- 
ager of the Toronto Anglers’ and 
Hunters’ Association and the Can- 
adian National Sportsmen’s Show 
which it will hold next March 
13-20. 


Issues Fueloil Guide 


Fueloil & Oil Heat, New York, 
will issue the 1947-1948 edition of 
its “Buyer’s Guide & Industry Di- 
rectory” about Jan. 1. The guar- 
anteed print order for the book, 
which will sell for $1, will be 4,- 
000 copies. The page rate is $150. 


Nov. 18. Eastern Council, Four 
A’s, Waldorf-Astoria Hotel, New 
York. 

Nov. 21. Central Council, Four 


A’s, Drake Hotel, Chicago. 

| Dec. 5-12. National Association 
of Display Industries, market 
'week, Hotel New Yorker, New 
| York. 

Dec. 29-30. American Market- 
'ing Association, winter marketing 
conference, Hotel Sheraton, Chi- 
| cago. 
| April 5-7. National Newspaper 
|Promotion Association, annua] 
convention, Hotel Carter, Cleve- 
| land. 

April 20-22. American News- 
paper Publishers Association, an- 
nual convention, New York. 

June 13-16. Advertising Fed- 
eration of America, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 13-16. National Industrial 
Advertisers Association, annual 
convention, Lord Baltimore Hotel, 
Baltimore. 


GF Promotes Frank 


General Foods Corporation, 
New York, has promoted Herbert 
N. Frank from manager of dis- 
tribution planning to assistant to 
| Wesby R. Parker, general man- 
|ager of the GF sales division. 


Kenite Names Seidel 


Kenite Laboratory, Inc., New 
York chemist, manufacturer of 
Kenite, Kenbric and Kek, has ap- 
pointed Seidel Advertising Agency, 
New York, to handle its account. 


You can cook up some mighty big sales in 
| KFH’s Twin farm and city markets. Double 
coverage has made KFH “That Selling Station 


| for the Southwest”. 


| ; 
| 


5000 Watts Day and Night. . 


. Call Any Petry Office 


< FF 4 ~ WICHITA 


THAT SOLID SECTION OF 
KANSAS RICHEST MARKET 


WICHITA IS A HOOPERATED CITY 
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Dailies to Stress | 
Business News, 
Patterson Insists 


Boston — Tomorrow’s newspa- 
per will recognize that the news 
of its own business community is 
of more interest to many readers 
than stock statistics, Don D. Pat- 
terson, retiring national advertis- 
ing director of Scripps-Howard 
Newspapers, told the New Eng- 
land Newspapers Advertising Bu- 
reau at its annual meeting here. 

Tomorrow’s newspaper, he 
added, also will recognize the 
need and use of sound research. 
“It will probably do its own Gal- 
luping and its own readership 
studies,” he said. And it will use 
modern marketing methods “both 
in its desire to help its adver- 
tisers realize the greatest returns 
from the use of its pages and’ to 
sell its own product to the com- 
munity.” 

“The time will arrive when we 
will cease to give hypodermics in 
the form of trips to Washington, 
alarm clocks or roller skates to 
newsboys in order to make up 
for a lack of editorial appeal,” he 
said. ‘‘We’ll find out first what is 
lacking in the opinion of the pub- 
lic we seek to serve, and make 
over our conceptions to conform 
to the greater good.” 


Will Seek Younger Workers 


The newspaper of the future, | 
he continued, will have as its | 
highest editorial aim the bringing | 
about of a mutual, harmonious | 
understanding and living together | 
in its own community; will give} 
broader coverage to things of in- | 
terest to women; and will seek to. 
attract younger men to its ranks. | 

Mr. Patterson spoke at the an-| 
nual dinner Oct. 27, which was | 
attended by more than 200 news- | 
paper publishers, advertising| 
managers, agency executives and | 
manufacturers. 

The bureau is completing its 
10th year with a membership of | 
39 newspapers representing a) 
combined daily circulation of over | 
1,500,000, and reaching 75% of the | 
homes in New England. 


The following officers were 
elected to the administrative 
board: James H. Darcey, general | 


manager, Republican and Ameri- | 
can, Waterbury, Conn., president; | 
Charles L. Fuller, publisher, En- | 
terprise & Times, Brockton, Mass., | 
treasurer, and G. Prescott Low, | 
publisher, Patriot-Ledger, Quincy, | 
Mass., secretary. Named to the | 
administrative board were L. L. | 
Desaulniers, publisher, Sentinel, | 
Ansonia, Conn.; H. H. Hoffman, 
assistant to the president, Tele- 
gram-Gazette, Worcester, Mass., 
and James Mahoney, advertising 
manager, Call, Woonsocket, R. I. 


Eight Name Seelig | 

Seelig & Co., St. Louis, has been | 
retained to handle the advertising | 
of Hardy Salt Company; Interna- | 
onal Metal Products Company, | 
‘amp stoves and other metal prod- | 
ucts; Composition Products Com- | 
pany, plastics; Barney Cosneck, | 
Judo course; J. Rosenfeld Com-| 
pany, vending machines; Clarence | 
Baris, florist; Wolff Mfg. Com- | 
pany, film developing tanks, and 
Interstate Sales Company, appli- 


ances. All are located in St. 
Louis. 


Fabian Joins Muench 

Victor Fabian, with government 
agencies since the start of the 
has been named media di- 
ector of C. Wendel Muench Ad- 
rert:sing Agency, Chicago. He was 


adv rtising manager of Colgate- 
sal \olive-Peet Company from 
‘32) to 1934, and was a sales 
“+ > oe consultant from 1934 


Appoints Worden 

_ Edwin S. Worden Jr., packaging 
‘Onsultant, has joined Container 
“4Coratories, Inc., Chicago, as re- | 
‘earch executive. 


Parade’ Ups Rates 

Parade will raise its advertising 
rates effective with the Jan. 4 is- 
sue. The page rate for the! com- 
plete edition will be advanced 
from $8,500 to $9,850, and exclud- 
ing Philadelphia, from $6,300 to 
$7,650. Circulation will be 4,- 
600,000, and a newspaper of 300,- 
000 circulation will start carrying 
Parade on Jan. 4. Media Records 
reports that Parade showed a gain 
of 71.3% in advertising linage for 
October, 1947, against October, 
1946, and a gain of 8.7% for the 
first 10 months. 


Kelly Joins Deskey 


Philip R. Kelly, former assist- 
ant to the publisher of Architec- 
tural Forum, New York, has joined 
Donald Deskey Associates, New 
York, as head of the newly formed 
public relations department. 


Adds Litho Clubs; 
to Convene Jan. 24 


The National Association of 
Litho Clubs has added member 
clubs from Cleveland and Boston 
to its roster during the past month, 
and a new club is being formed 
in Rochester, N. Y. 

The association will conduct its 
third annual convention at the 
Congress Hotel, Chicago, Jan. 24. 


Carr, Blair Advanced 


Walter J. Carr, branch adver- 
tising manager, has been named 
merchandising manager of the 
general trade sales and branches 
of Sherwin-Williams Company, 
Cleveland. Kenneth G. Blair, as- 
sistant branch advertising man- 
ager, has been appointed to suc- 
ceed Mr. Carr as branch advertis- 
ing manager. 
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-MEMBER—WESTERN ASSOCIATED FARM PAPERS 


For the manufacturer of mass market merchandise, consumer “fry it” through effec- 


TRY IT?... BUY IT! 


tive sampling is the quickest way to consumer “buy it”. 


To be fully profitable, however, effective sampling requires careful planning, effi- 
cient execution. Donnelley’s experience in creating and conducting national, re- 
gional and local sampling campaigns for major consumer goods manufacturers over 
a period of many years will assure you tested solutions to these sampling problems: 


Is my product “easy to try”, 


Te : 


easy to buy”? 


W hat is its quick repeat value? 


Can the product be sampled or should it be couponed? 


Should samples include a coupon or special offer? 


How much of asample is too little... too much? 


One of our representatives will gladly explore some of these questions with you . . . as they may 
pertain to your particular products, your particular problems. There is no obligation. Just send the 


How should | merchandise my sampling campaign? 


Will sampling pep up dealer orretailer cooperation? 


Shall 1 sample by mail or manually? 


What are my best markets to sample? 


Who can best handle my sampling...my couponing? 


coupon to the nearest Donnelley office listed here . . . or write us, today. 


Dealer Help Mailings— include planning, printing, dealer imprint- 


Other Donnelley Services 


ing, addressing, scheduling and mailing. 


Contest Planning and Judging—supported by years of experience 


in handling the nation’s major contests. 


Selective Market Mailings—proved by exhaustive tests, national, 


regional and local 


Mail-Away Premium Service—cexecuted by an expert staff geared 


campaigns. 


to handle volumes of requests quickly and efficiently. 


THE REUBEN H. DONNELLEY CORPORATION 


350 E. 22nd St. 
Chicago 16, Ill. 


305 E. 45th St. 
New York 17, N.Y. 


727 Venice Blvd. 
Los Angeles 15, Calif. 


7: 


Gentlemen: 


send your representative 


Date 


NAMI 
FIRM 
ADDRESS 
CITY 


THE REUBEN H. DONNELLEY CORPORATION 


We want to talk sampling or couponing. Please 


Time = 


| 
| 
| 
| 
| 
Please call for appointment [J 
| PI L 
| 
| 
| 
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$150,000 Is Yearly Cost 
of Burma-Shave Signs 


Since '26, Roadside 
Signs Bring Success 
to Minneapolis Firm 


MINNEAPOLIS — “Cheer up—face 
—the war—is over” may not 
sound like a brainstorm, but that’s 
exactly what it was a generation 
ago. 

The message appeared on a 
roadside sign back in 1926. Out 
of it grew a “dream” advertising 
medium. And the small liniment 
and shave company that used it 
has as a consequence developed 
into a $3,000,000-a-year business. 

The company is Burma-Vita 
Company, which now spends more 
than $250,000 a year to advertise 
Burma-Shave shaving cream, sold 
in drugstores throughout the na- 
tion. About one-half of its ad 
budget goes into the famous road- 
side jingle signs that all stem back 
to that first non-rhyming message 
of 1926. 

Burma-Vita did not do much 
with the signs during the war, be- 
cause of gasoline and other short- 
ages. But today it is picking up 
fast and next year expects to have 
more sign verses than ever before 
dotting principal highways from 
coast to coast. About $150,000 is 
spent on the signs yearly. 


Allan Odell’s Idea 


Burma-Vita was a small com- 
pany, run by Clinton Odell—who 
is still president—in the mid-’20s. 
Allan G. Odell, Clinton’s son and 
presently vice-president and ad- 
vertising manager of Burma-Vita, 
had the original idea for the signs. 
He got permission from a Minne- 
sota farmer to put up the first 
message on a few signposts. 

It took Allan only three years 
to dot the countryside with 7,000 
jingle sign locations in many 
states. By 1930 he had his father’s 
company out of the red. This was 
some time after chemist Carl 
Noren had sold them his formula 
No. 153, which ended up in the 
Burma-Shave tubes and jars now 
known to millions. More than 
2,000 experiments have actually 
been conducted to make continued 
improvements in the shave cream. 

In the early days, Allan Odell 
dreamed up most of the jingles 
himself, basing his ideas on time- 
tried vaudeville and 
One of his most famous: 
your husband misbehave—grunt 
and grumble—rant and rave?— 
Shoot the brute 
Shave.” 


Tests Tooth Powder 


A new Burma-Vita product, 
company executives told AA, is 


now being tested. This is Burma-j| brought in 50,000 jingles. 
Vita tooth powder, now manufac-| these, 


| 


| 


The outdoor jingle-ad remains 
exclusively to this day in the 
hands of Burma-Vita. Others that 
have tried this method failed and 
in so doing put money into Burma- 
Vita’s pockets, for any advertising 
that seeks to employ the method 
does little except remind the aver- 
age motorist of Burma-Shave. 
That’s how well Odell’s campaign 
has been put across to the public, 
big shavers and little shavers 
alike. 


Simple Formula 


Burma-Shave signs are on high-| 
ways throughout 44 _ states—| 
sparsely populated far-western | 
states alone excepted. Each set! 
consists of six signs with a jingle | 
and Burma-Shave signature. Signs | 
are spaced 100 feet apart close by 
the side of a straight stretch of 
road, making easy reading by 
passing motorists. The formula is 
that simple. But no one has suc- 
cessfully copied it. 

The age of speed, however, may 
change the formula slightly. The 
signs may have to be placed fur- | 
ther apart to keep pace with the 
times. Now the 47,000 individual | 
signs spread over 7,000 miles of. 
highways. They are placed 10) 
miles apart in the wide open| 


spaces of the West, about every | 
five miles in the east and every 
six or seven miles in the Midwest. 


$36,000 Rentals a Year 


| Vita’s Minneapolis advertising 
|agency, Myer Associates. This 
/'medium was employed in com-. 


Sites for Burma-Shave signs are 


cash rental basis, now aggre- 
gating $36,000 annually. Farm- 
ers show a genuine loyalty to- 
ward these signs. Most of them 


and stolen signs. 
years, this income aids the farm- 
ers. Allan Odell publishes a bul- 
letin twice a year that goes out to 
his farmers. This “Burma Shav- 
ings” report keeps the sign land- 


Shave good will. 

The signs are completely 
changed once a year—during the 
spring in 
states and during the fall and 
winter in other sections. Each 
set costs about $50 to construct 
and install. 


radio gags.|in contest type magazines.” 


Getting new jingles each year 
|}is easy. Burma-Vita runs a con- 
| test annually, advertising it “only 


No 
“Does | attempt at actually “selling” 
|Burma-Shave is made during 


| these contests each year. It’s 


some—Burma | strictly a “game” with prizes—a 


far cry from the general run of 


leased from farmers on an annual |.) card 


paratively few cities during 


MORE TO COME—Shown planning 
next contest for jingles are Burma-Vita 
Co.'s C. M. Odell, president (seated); 
Leonard Odell, sales manager (left), 
and Allan Odell, vice-president and ad- 
vertising manager. 


on hills and curves—is not a man 
of iron nerves—He’s Crazy— 
Burma-Shave!” 

Although the road-side signs are 
Burma-Vita’s major advertising 
effort each year, they actually 
make up only about one-half of 
the total advertising budget. Dur- 
ing the war years, supplementary 
advertising was instituted. 


$150,000 for Car Cards 


city transit vehicles by Burma- 


the 
war and still does not blanket 
the country as do the signs. The 
campaign has proven 


| suecessful and will continue to be 


| with an additional advertising out- | 


voluntarily repair or replace worn | 
During skimpy | 


|lustration and signature cut are | 


| pli thod 
lord happy and filled with Burma- | ee gy es 


northern and eastern | 


used as a supplementary medium 


lay of over $150,000 annually. 
Even on these car cards no selling 
copy is employed. Only an il- 


shown. 

To supplement these two media, 
the company has employed sam- 
in major U. S. 
either by door-to-door 
distributing agencies or point-of- 
sale. 

In the past two years the com- 
pany has received much nation- 
al attention and free _ publicity 
through articles in many national 
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Deceptive ‘Push 
Money’ Plan Used 
by Philco: FIC 


Public Uninformed 
About Sales Scheme, 
Agency Charges 


WASHINGTON — Intensive com- 
petition among radio manufac- 
turers spilled over last week into 
an FTC complaint accusing Philco 
Corporation of using a “push 
money” plan which deceives the 
public and causes disparagement 
and unfair treatment of Philco 
competitors. 

FTC’s action against Philco fol- 


‘lowed by only a few days an in- 


vestigation by the Better Business 
Bureau of New York into the tac- 
tics of a number of radio firms 
which have been attempting to 
woo the good will of retail sales 
personnel. 

The commission action centers 
on a “Sell ’n Win” scheme which 
enables employes of independent 
radio dealers to earn ‘points’ in 


proportion to their sales of Philco |p 


in 1921 that a “secret” “push 
money” plan deceives the public. 
The court doubted that “reason- 
ably intelligent” people believed 
sales people to be disinterested. 

The court said “it is little less 
than an absurdity” to expect 
sales people to reveal their inter- 
est in every transaction. Since 
then, however, Congress passed 
the Wheeler-Lea Act, giving FTC 
much broader power to protect 
the consumer. 

The radio receiving set industry 
code adopted in 1939 states that 
“push money” plans must not be 
used “with a capacity and ten- 
dency or effect of thereby causing 
the purchasing or consuming pub- 
lic, when making purchases of 
such products, to be misled or 
deceived into the erroneous belief 
that such clerk or sales person is 
free from any such special interest 
or influence, or is not so subsi- 
dized or paid by such member.” 


PHILCO ‘WEEK’ ITS 
BIGGEST IN HISTORY 

PHILADELPHIA—Philco Corpora- 
tion’s “Philco Week” promotion 
Oct. 20-27 brought the company 
the largest volume of business in 
its history, James H. Carmine, 
vice-president in charge of mer- 
chandising, declared. 


Largest volume was in radio- 
honograph combinations, he said. 


products. Besides these points, ex- | tie declined to reveal sales or order 


‘ _ | “lucky numbers” 
Car cards were placed in major | people chances 


changeable in appliances and other 
merchandise, the plan _ provides 
which give sales 
in drawings in- 
volving automobiles and substan- 


‘tial cash prizes. 


‘Concealed’ from Public 


| Nub of the complaint is the 
|charge that “the entire sales plan 
|of the respondents is carefully 
|econcealed from the consumer.” 
| Ordinarily, says FTC, consumers 
'“look to the salesman as one who 
‘will give impartial advice as be- 
‘tween different brands of radios 
being handled by said salesman.” 
The commission argues that the 
plan has the effect of causing 
/salesmen to represent that Philco 
products are the “best buys” on 
the market and to be “reluctant” 
‘to show customers other brands. 
The result, FTC says, is that the 
'public, “ignorant of the pecuniary 
|interest” exerted on the salesmen 
'by Philco, is “misled” into buying 
Philco products to the exclusion 
of others. 
| As an afterthought, the commis- 


magazines. Life, Pageant, Read-| sion tossed in a charge that the | 
er’s Digest, Time, the St. Louis|use of a lottery as a sales incen- | 
Post-Dispatch and Minneapolis | tive is “contrary to public policy.” | 
Tribune all have run feature arti- |The complaint does not say that | 
cles about Odell’s novel success | the prize scheme, where merchan- | 
with the advertising jingle. This dise is awarded proportionate to 


jingle, incidentally, may have been | Sales, violates public policy. 


high-priced contests conducted by | 


most advertisers. 
Last winter the company 
newed its nationwide contest. 


re- 

It 
From 
executives 


top company 


tured and distributed on a test! culled about 25 humdingers, paid 


basis. 
its success. 


The entire advertising theme of | 


just entertaining the motorists and 
prospective Burma Shavers has 
never varied. Very little 


in this age of aggressive selling 
copy between competitive adver- 
tisers. Only three advertising 
media are now used by Burma- 
Vita although the company has 
experimented from time to time 
with other media. Next year it 
may expand advertising to include 
magazines and radio, although this 
is still in the planning stage. 

“What works for us may not 
work for others and vice versa,” 
is Allan Odell’s advertising phi- 
losophy. 
major advertiser has been able 
successfully to market a product 
behind the jingle-type of outdoor 
advertising. 


They are optimistic about | 


“sell” | 
copy has been used—an exception 


It can well be. No other | 


their authors $100 each and then 
| with the winning rhymes started 
their spring sign-planting offen- 
sive. 


To Launch Jingle Contest 


Next January will see the start 
of another $100 jingle contest end- 
ing 60 days later. From 20 to 25 
jingles will be chosen from the 
anticipated 50,000 entries. This 
year, for the first time, to cut 
down on the number of jingles 
sent in by each contestant, ads 
will call for a Burma-Shave box 
panel to be sent in with each five 
jingles. 

Today better than half of the 
advertising jingles—which now 
nearly all rhyme—are safety 
slogans. They have worked out 
uniquely successful as a_ safety 
campaign conducted by a private 
firm. Typical is this new one for 


the ’48 season: “A man who passes | 


the forerunner of radio jingle, FTC's charges were called | 
commercials. Allan Odell doesn’t | “wild and “absolutely without | 
like to brag but thinks maybe his foundation” by James H. Carmine, 
success started it all. |Philco’s vice-president in charge 

of merchandising. Mr. Carmine | 


| figures. 


| Mr. Carmine recently predicted 
‘that Philco will do more than 
| $200,000,000 in business this year, 
‘topping last year’s sales by nearly 
$80,000,000. Philco’s prewar rec- 
‘ord was $77,073,636 in 1941. Sales 
'in the final quarter may exceed the 
| $57,754,000 of the second quarter, 
/Mr. Carmine declared. 

He estimated Philco refrigerator 
isales this year at $66,000,000, 
‘which would put it third in rank 
|in the U. S., compared with a sev- 
‘enth-place position in refrigerator 
‘sales before the war. Television 
volume is running at about $900, 
/000 a week at distributor prices, it 


was said. 


RCA Plan Believed Okay 


| The merchandise awards in the 
|Philco contest are supplied by 
|\Cappel, McDonald & Co., Dayton, 
‘which prepares sales _ incentive 
| programs and sells merchandise 
|prizes. Robert Bare, general man- 
ager, told AA the FTC’s complaint 
‘cannot affect any except the radio 
-and piston ring industries, which 
alone have such codes. 

He said the FTC complaint 
should not affect a merchandise- 
prize plan his company is conduct- 
ing for Warwick Mfg. Company, 
Chicago, maker of Clarion radios, 
because Clarion prizes are for job- 
ber salesmen. 

RCA informed AA that a local 
prize contest for Chicago dealers 
on its television sets is being dis- 
continued now that General Elec- 


Sent in Fenders 


Life said of Burma-Shave cam- 
paigns: “Perhaps the zenith of | 
pure poetic achievement is in the | 
category devoted to lampooning | 
stupid or drunken drivers 
Since their success is based firmly | 
on the fact that their public drives | 
slowly and frequently soberly past | 
the signs in autos, buses, etc., the | 
Odells put up many a jingle-chain | 
advocating the continuance of this | 
practice.” 

The safety jingles include the 
classic short, “From bar to car to 
gates ajar,” and such jingles as, 
“Passing school zones—take it 
slow—let our litthe—shavers grow” 
and “Approached a_ crossing— 
without looking—who will eat— 
his widow’s cooking?” 

Some reaction to the signs 
seems to indicate the motoring 
public includes exceptionally lit- 
eral-minded people. Once when 
Burma-Vita used “Rip a fender 
off your car, mail it in for a half-| 
pound jar,” 25 motorists sent in 
25 well-ripped-off fenders, from | 
as far away as Tennessee. 


said that FTC’s action constitutes 
an attack on existing court de- 
cisions, selling methods in a wide 
variety of industries and standard | 
retail practices. 

He declared that many other 
companies offer similar incentives | 
in the radio, electrical appliance 
and other fields. | RCA nationally has a prize con- 

National Better Business Bu- test for dealers not based on sales 
reau, New York, last week said | and thus not believed to be in vio 
Philco officials had informed it | jation of the code. Prizes are give? 


tric and Philco are beginning 10 
sell video receivers in Chicago. The 
contest—which started six weeks 
ago—was largely to boost. video 
use, and was not in violation of the 
industry code because local compe- 
tition with other video set makers 
| was not involved, it was said. 


that the company has wired all/on a lottery basis solely for at 


distributors to abandon the lottery 
features of the promotion. 


Ona Same Saere McGillvra Expands 
Though FTC in recent years has| Joseph Hershey McGillvra, [n¢- 


argued that “push money” plans | will open a southeastern office # 


hidden from the public violate the | 122 W. Innes St., Salisbury, N. C. 
FTC Act as amended in 1938, the | Nov. 17. This will be the ©' 


; f , |local office for the radio sta‘'0o! 
issue has mes See tested in court. representative, which has head- 
It has, however, been written into | quarters in New York. 


a number of trade practice codes, | 


including a code for the radio re- | . 
ceiving set manufacturing indus- | ing on ge on, 
try. | Providence, R. I., maker of pre 


Existing legal precedent harks | .icion gauges, has appointed Doyle, 


back to Kinney and Rome vs FTC, | Kitchen & McCormick, New York: 


| tendance at RCA sales meetings. 


‘where the court of appeals denied to handle its advertising. 
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Advertising Age, 


IT'S FIRST—Chelsea Milling Co., Chel- 
sea, Mich., introduced this Jiffy bread 
mix, claimed to be the first of its 
kind in the U. S., in test markets last 
summer and now is expanding distribu- 
tion as fast as production permits. 
Zimmer-Keller, Inc., Detroit, is the 
agency. 


BBB Urges Radio 
Makers to Avoid 
‘Phony’ Trade-ins 


New YorkK—In an effort to end 
“fictitious” radio trade-in allow- 
ances, a form letter was recently 
sent to 30 leading radio set manu- 
facturers by Kenneth B. Willson, 
operating manager of the National 
Better Business Bureau, seeking 
their cooperation. 

“This is a frank request to all 
radio manufacturers to avoid the 
use of ‘phony’ trade-in allow- 
ances,” the letter said. “By ‘phony’ 
we mean any trade-in allowance | 
offered for an old radio to disguise 
a price cut or inflated markup. 


November 10, 1947 


Before any such trend develops, 
we ask radio manufacturers to 
give serious consideration to the 
matter and decide whether pric- 
ing and references to price in ad- 
vertising and selling of radio re- 
ceivers is—to put it bluntly— 
worthy of the public trust.” 

In addition, the National Better | 
Business Bureau will propose a! 
national public education cam-| 
paign against misleading radio 
trade-in allowances, at a meeting 
of the merchandising committee 
of the Association of Better Busi- 
ness Bureaus to be held in a few 
weeks, Mr. Willson said. 


Inflated Prices Set 


Mr. Willson reported that a 
dealer in one large city recently 
offered a $30 trade-in allowance 
for old radios turned in by buyers 
of new FM-AM radio-phonograph 
combinations introduced by a 
hame brand manufacturer. The 
dealer’s advertising claimed “no 
quibbling over age, make or con- 
lition” of the purchaser’s old set. 

Prior to that, the manufacturer 
nad advertised the radio in na- 
tonal magazines at a list price $30 
more than that of the dealer when 
the trade-in allowance was con- 
sidered. This is “a clear case of 
a manufacturer setting an inflated 
‘ist price,” Mr. Willson said. 

“The bureau does not advocate 
the abandonment of all trade-in 
allowances,” Mr. Willson declared. | 
If a customer’s receiver 


has | 
value and there is a market for it, 
there is no reason why the dealer, | 
he so desires, should not buy | 
the old receiver.” , 


. | 

Hammond Opens PR Firm 
E. V. Hammond, formerly ac- 
“Ount executive of Tandy Adver- | 
‘Sing Agency, Toronto, has opened | 
US own office in the McKinnon | 
oui ling, Toronto, to be known as | 


‘elated Public Relations Ltd. 


Appoints Alison 
Jeff Alison Jr. has been ap-| 
ted head of the sales promo- | 
division of Tea Garden Prod- | 
Company, San Francisco, | 
er of preserves, jellies, syrups 
other food delicacies. 
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British Invest 
$400,000 in World 
Oil Cooperative 


New YorK—The British Coop- 
erative Wholesale Society will join 
the international Cooperative Pe- 
troleum Association and make a 
capital investment of $400,000, it 
was decided at a director’s meet- 
ing in Manchester, England, last 
month. 

Howard Cowden, secretary of 
the oil co-op, informed of the de- 
cision by telephone, said it “brings 
into the membership the world’s 
largest cooperative wholesale at 
an important period in the life of 
the international oil cooperative. 


ded strength to the new organiza- 
tion and further assurance to con- 
sumers generally that coopera- 
tives are destined to play a sig- 
nificant role in international com- 
merce.” 

Mr. Cowden said that the Brit- 
ish wholesale had sales of nearly 
$750,000,000 in 1946, nearly one- 
third of which represented goods 
produced in its own factories. It 
has share capital of nearly $80,- 
000,000 and 1,000 retail societies 
whose combined volume in 1946 
was more than $1,500,000,000. 


Neilson’s to Seidel 


Neilson’s, Inc., Long Island, has | 


named Seidel Advertising Agency, 
New York, to handle its advertis- 
ing. Newspapers and magazines 


Entrance of CWS will provide ad-| will be used. 


Appoints Peterson V.P. 


John M. Peterson, formerly di- 
rector of sales of Theodoro Adver- 
tising Service, has been appointed 
vice-president of Inland News- 
paper Representatives, Inc., with 
headquarters in New York. 


Appoints Mohrman 
William T. Mohrman, formerly 

advertising manager of FM & 

Television, has been appointed 


eastern advertising manager of 
Communications, published by 
Bryan Davis Publishing Company, 
New York. 


CAR CARD ADVERTISERS! 


SEND FOR 
FREE SAMPLE aoe 
| POINT-OF-SALE CAR CARD HOLDER . 


“CONVEN? a | 
Looe UC SCOU ST Ott of Sale 


»COUNTER : 


DISPLAYS 3 


CHICAGO ADVERTISING DISPLAY CO. 
Ni 37 No. Wacker Drive .. 
Phone Franklin 6957 


< 


. « Chicago 6, Ill. 4 


Market Tips on 
SYRACUSE, N. Y. 


W here Y our Advertising Dollar BUYS MORE . . without Speculation 


a, 


For sure returns on your advertising invest- 
ment, select this major market . . 
the nation over for market stability. 


model America bases its prosperous economy 
upon 415 widely diversified industries set in the 
heart of a rich dairy region. Current figures... 
past results point your way to this ever-respon- 
sive market which can help you chart those sales 
graphs with a steady upward swing. 


recognized 
This scale- 


National Representatives: 


Record Retail 


Again in "47, as in fiv 


serve District (including 


Current factory payro 


weekly providing the undiminished puchasing 
power which supports retail trade. Today, Syra- 
cuse is setting an all-time high for peacetime 


production as it works o 
orders and grows to meet 
pansion is everywhere in 
even at Syracuse Univers 


vey shows Syracuse No. 


Syracuse HERALD - AME 
Moloney, 


Syracuse Buying Power Sets 


N. Y., leads all cities in the Second Federal Re- 


of New York and New Jersey) in INCREASE 
of department store sales. 


ing enrollment of 13,000 students. 


middle Atlantic States — No. 
among all U. S. Cities. The same survey ranks 
the HERALD-JOURNAL No. 2 Evening news- 
paper in the middle Atlantic States . . 
Evening newspaper among all U S. Cities. 


Syracuse HERALD-JOURNAL (Daily) and 


Buying Pace 


e years past, Syracuse, 


the metropolitan areas 


Ils average $2,000,000 


ff its huge backlog of 
peacetime needs. Ex- 
Syracuse . . . reflected 
ity in its record-break- | 


Syracuse Chosen Top-Ranking ; 
Test Market by 156 Leading a 
Agencies and Manufacturers 


Sales Management’s current Test Market Sur- 


2 Test Market in the 
13 Test Market 


. No. 11 i 


Whether you're launching a 
test campaign or planning ex- 
pansion of your present sales 
operation, 
fectiveness by using this proven 
market and medium. 


insure maximum ef- 


R TU, 
“in, | 


RICAN (Sunday) 


Regan & Schmitt, Inc. 
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Networks, Guild 
Sign Free Lance 
Writers Contract 


New York — Recognizing the 
Radio Writers Guild as bargaining 
agent for free lance radio writers, 
the four major networks have 
signed a six and one-half year 
contract with the guild. 

Effective Nov. 15, the contract 
provides for a scale of minimum 
wages, somewhere in between the 
prevailing prices now paid for 
scripts by the networks. Under 
this agreement writers may sell 


|only “single use rights’ on their 
scripts; an additional fee is re- 
quired if the network insists on 
“exclusive rights” for any given 
period. 

In addition, the networks agreed 
to require guild membership of 
nine out of 10 writers. 

The minimum scale for free 
lance scripts: five 15-minute con- 
tinued shows per week, $200 sus- 
taining and $250 commercial; one 
half-hour show per week, $150 
sustaining and $250 commercial. 


Ad Contest Under Way 


The annual contest for the best 
retail newspaper advertisements 
\for 1947, sponsored by the Na- 
‘tional Retail Dry Goods Associa- 
‘tion, closes on Dec. 15. There is 
'|no charge for entries. The 100 
") | winning ads of 1947 will be on ex- 
1 hibition at the NRDGA convention, 
i Jan. 12-15, in New York. Details 


> | and rules for the contest may be 
;|obtained by writing Howard P. 
*| Abrahams, sales promotion divi- 
'|sion, NRDGA, 100 W. 3lst St., 
wr Zork 1, 5. 2%. 


, ‘ | Joins Kelly, Zahrndt~ 


_ ’ me si David C. Chopin has resigned 
os a eta nqrenrney wy vince ion the continuity department of 
that you're on the lookout for immediate Station KWK to join Kelly, 


sales. he gg & Kelly, St. Louis, as 


radio director. 
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ONLY $95 TO $102 A MONTH TO PLACE A 
FACTUAL ADVERTISEMENT FOR AN _ INDUSTRIAL 
PRODUCT IN INDUSTRIAL EQUIPMENT NEWS ... 
THE SPOT WHERE MORE THAN 52,000 SELECTED 
BUYERS AND SPECIFIERS FOR THE LARGER PLANTS 
IN ALL INDUSTRIES REGULARLY LOOK FOR THEIR 
CURRENT REQUIREMENTS. 


DETAILS? ASK FOR "THE IEN PLAN" 


Mf} AND FOR IEN'S NEW NiIA.A. REPORT 


SBP 
INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


461 Eighth Avenue a 


Boston—Chicago—Cleveland 
Detroit 


New York 1, N. Y. 


Los Angeles—Philadelphia- 
Pittsburgh 


FOUNDED 1933 


High Costs Threaten Motor 
Transport, AAA Leader Says 


the American Automobile Asso- 
ciation holding their 45th annua 
convention here last week boasted 
2,250,000 car owners on their ro 
ter—nearly double the prewar 
figure. Yet delegates were mourn- 
ful lest mounting costs of car 
ownership and operation force 
millions of drivers off the high- 
ways and threaten future devel- 
opment of automotive transporta- 
tion. 

“Already pinched by high taxes 
and living costs, motorists find 
every element of car operation— 


| with the notable exception of tires 
—far above prewar levels,” re- 
ported three-times President H. J. 
Brunnier. Noting that 70% of pre- 
war car owners had incomes of 
less than $2,000, he found that 
“the costs of parking, insurance, 
motor fuel, repairs and other es- 
sentials have risen substantially 
and in some cases almost fantas- 
tically.” 

The AAA convention also talked 
of “chaotic conditions” in the new 
and used car markets. It asked 


inflated prices for cars. Its other 
remedies for auto market abuses 
were: withdrawal of franchises 
from dealers guilty of practices 
“clearly inimical to the public in- 
terest;”’ checking against duplicate 
orders, and limiting resale rights 
within a given period. 
oo By ™ 

While auto clubs worry about 
the future of the American tradi- 
tion of owning one’s own car, Ray 
Foley, head of the Housing and 
Home Finance Agency, “holding 
company” for government units 
interested in home construction, 
fears high prices may make home 
ownership dreams of Americans 
impossible, too. Foley is trying 
to head off further liberalizing of 
home financing terms as an anti- 
dote for high prices. Instead, he 
wants materials producers, bro- 
kers,. lenders, real estate develop- 
ers, merchandisers, contractors 
and labor to bring prices down 
through new techniques. and 
higher productivity. Suggestions 
of 40-year mortgages “amount to 
saying that an average American 
can, at best, hope to own a modest 
home free and clear only after a 
full productive lifetime of effort,” 
he says. 


Ea YOU CAN BUY OVER A MILLION 
Gy 71 PROSPECTS FOR 36% LESS 
ee > 


The Eagle Magazine with 1,052,000 circulation, is 
the fastest growing fraternal publication in its field, 
and the following figures taken from Standard 
Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
Eagle 3.74 3.56 
Elks . ‘ 5.10 4.84 
Foreign Service 4.42 4.12 
Legion 8.24 7.84 


704 WARNER BUILDING - MILWAUKEE 3, WIS. 


By STANLEY E. COHEN, Washington Editor 


WASHINGTON—Member clubs of | 


th li f t - | . ; ee 
2 PUNE LO FOENsS 80 per OVer | leaving this country. Significantly, 


A 


On the eve of the special ses- 
sion, undecided conservative busi- 
ness and congressional leaders 
fear any return to economic con- 


1 trols will be part of a “New. Deal” 
| plot 
a, | worse—on a permanent postwar 
| basis. But they find it hard to 
| dismiss the analysis of the Coun- 
| cil of Economic Advisers, headed 
|by former Brookings economist 


to reinstitute OPA—and 


Edwin G. Nourse. Nourse finds 


|that two-thirds of Marshall Plan 
| requirements center on food, fer- 
| tilizer, equipment, coal and petro- 


leum and iron and steel—items 
already critically short here. “Firm 
| measures” are needed, says 
| Nourse, to guard against spiraling 
|prices which penalize low income 
| families and lead to further wage 


demands. 

| * -* & 
| Though Republicans will prob- 
/ably insist on a new independent 
|agency to run the European re- 
|covery plan, Commerce Depart- 
‘ment is hard at work collecting 
| important preliminary data. Com- 
|merce Secretary W. Averell Har- 
|riman bid this week for extension 
|of export controls, currently ap- 
| plying to about 20% of the goods 


| Commerce is collecting data rela- 


tive to the use of cans by the beer, 


| coffee and oil industries. It is 


| giving these industries pep talks 


|on the advantages of glass and 
paper containers. Background on 
can usage would be important to 
any agency empowered by Con- 
ohers to list “essential” and “less 
essential” users of steel plate. 
a % ok 

| With only $7.6 billion of prop- 
/erty on hand—most of it slow 
/moving industrial real estate— 
| War Assets Administration is well 
| past its peak of disposal activity. 
War Assets Administrator Robert 
Littlejohn reported last week that 
about $5 billion of his inventory 
had been reclaimed by the armed 
forces, and that total anticipated 
declarations had been scaled down 
from $34 billion to $28.2 billion. 
Some of the real estate is now 
being assigned to established 
brokers for disposal. Brokers will 
work under standard contracts, 
and will handle advertising and 
promotion for government prop- 
erty, just as they promote other 
listings. 


| 


* * co 


‘FCC’s marathon hearing on the 
merits of superpower radio sta- 
tions, now more than 2% years 
old, is scheduled for final argu- 
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ment on Jan. 19, 1948. The com- 
mission will then rush out a par- 
tial decision in time for the next 
North American frequency con- 
ference, which takes place in the 


early spring. Incidentally, the Fcc 


chairmanship rests temporarily 
with Commissioner Paul Walker. 
President Truman is not expected 
to burden the special session with 
an appointment which may set off 
political fireworks. 

* Bo * 

If you are an aviation fan, you 
will be pleased to know that you 
can use your private plane for 
business purposes without getting 
into trouble with the Civil Aero- 
nautics Administration. Though 
private flyers may not carry pas- 
sengers or property for hire, CAA 
agrees that they may accept re- 
imbursement from employers for 
expenses when the aircraft is used 
for the pilot’s personal transpor- 
tation in furtherance of business, 
As a traveling salesman, the pri- 
vate pilot may use aircraft for 
his personal transportation—but 
the aircraft must not be used to 
deliver merchandise. 

* * * 

The monthly Commerce Depart- 
ment paper report shows a de- 
pressing picture for newsprint. 
North American newsprint pro- 
duction was up 7% for the first 
eight months of the year, but de- 
mand in August was running 14% 
ahead of a year ago... 

A survey in the Federal Reserve 
bulletin found the labor force bol- 
stered largely by persons in the 
14-19 age group, and by women 
over 35 and men over 55. It 
showed employment for domestic 
service up sharply from mid-1946, 
running currently 300,000 over a 
year ago. 


‘Promenade’ Boosts Rates 


Effective with the April, 1948, 
issue, Promenade, New York, will 
increase advertising rates and in- 
\troduce retail rates. There wil 
be no change in circulation guar- 
antee. The new-retail rates, based 
on 50,000 sworn circulation, will 
be $600 for a black-and-white page 
and $725 for a black and one-color 
page. 

The general advertising rate in- 
crease on a black-and-white page 
is from $550 to $650; $650 to $775 
for black and one-color page, and 
$800 to $960 for a four-color page. 


‘Coronet’ Appoints Fort 


William L. Fort, for the past 12 
years with the sales staff of The 
American Weekly, New York, has 
been appointed national advertis- 
ing manager of Coronet, New 
York. He will direct the space 
sales operation of Coronet, which 
will accept advertising beginning 
in March, 1948. 


Joins Pershall Agency 

Kay Robinson, free-lance radi 
writer, has joined the creative stafi 
of J. R. Pershall Company, Chi- 
cago. 
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‘Musical Digest’ 
Tests Sales Power 
of Radio Show 


New YorK—Musical Digest will 
test the sales power of its net- 
work broadcast, featuring the De- 
troit Symphony Orchestra over 
ABC, by offering the magazine for 
sale on newsstands in some 15 
cities. 

Local announcers will come 
in On a one-minute cowcatcher, 
attached to the Digest’s Sunday 
Evening Hour, and explain where 
the periodical can be bought. 

The musical program recently 
began its second year’s schedule 
under the sponsorship of Musical 
Digest, which plans to present 
guest stars throughout the season. 
Commercials featured a_ special 
trial subscription offer of $1 for 
four months. Kenyon & Eckhardt 
is the agency. 

Highlight of the opening broad- 
cast was the presentation of 
awards to Western Hemisphere 
composers for original symphonies. 
Leroy Robertson, professor of 
music, Brigham Young Univer- 
sity, Provo, Utah, won the first 
prize of $25,000 over 400 entrants 
from 17 countries. Second prize 
of $5,000 went to Camargo Guar- 
nieri, one of Brazil’s leading com- 
posers. Albert Sendrey, M-G-M 
arranger, received the third place 
award of $2,500. Announcement 
of the winners was made by Al- 
fred Human, editor of the maga- 
zine. Eight runners-up received 
honorable mention. 


Griffith Names Dooley 


W. J. Dooley, formerly with 
Stations WBBM, WIND and 
WKLX, has been appointed man- 
ager of the central division of 
Homer Griffith Company, now lo- 
cated at 333 N. Michigan Ave., 
Chicago. 


A Technique for 
Producing \deas 
by 


James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business? 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 
definite as the process by which motor 
cars are produced.” Enthusiastically 
endorsed by sales managers, editors. 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 


Send for your copy of A_TECH- 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 


Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Illinois 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 915 

100 E. Ohio St., Chicago 11, Ml. 
Gentlemen: 


Please send me.........- copies of “A 
echnique for Producing Ideas.” En- 
clo ed is . 
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Truckstell Names Tracy 

John V. Tracy has been ap- 
pointed advertising and sales pro- 
motion manager of the Truckstell 
Company, Cleveland, distributor 
of special truck and automotive 
equipment. For the past year he 
has been account executive of 
Ross Roy, Inc., Detroit, handling 
the Truckstell account. 


Six Join AFA 

The following advertising agen- 
cies have joined the Advertising 
Federation of America: Bauerlein 
Advertising, Walker Saussy-Ad- 
vertising, and William B. Wisdom, 
Inc., all of New Orleans; Patch 
& Curtis Advertising Agency, Long 
Beach, Cal.; Tyler Kay Company, 
Buffalo, and Ratcliffe Advertising 
Agency, Dallas. 


Appoints Hayhurst 

Brunswick - Balke - Collender 
Sompany of Canada Ltd., Toronto, 
las appointed the Toronto office 
7 F. H. Hayhurst Company Ltd. 
to handle its advertising and pub- 
lic relations. 


Mutual Promotes Two 


Mrs. Myrtle Goulet has been 
named office manager of Mutual 
Broadcasting System’s midwestern 
offices, and Dorothy Reynolds has 
been named midwest sales service 
manager, both at Chicago. Mrs. 
Goulet and Miss Reynolds have 
served with Mutual 13 and eight 
years, respectively. 


Armstrong Joins Bendix 


Joseph L. Armstrong, recently 
general sales manager of Schaefer, 
Inc., maker of low temperature 
equipment, has been appointed na- 
tional merchandising manager of 
Bendix Home Appliances, South 
Bend, Ind. He formerly was sales 
and advertising manager of Maico 
Company, maker of hearing aids 
and audiometers. 


Names Marvin Hahn 


Schermack Products Corpora- 
tion, Detroit, maker of postage 
stamp vending machines, has ap- 
pointed Marvin Hahn Advertising 
as its agency. 


Johnson Appointed 


Iver H. Johnson, formerly re- 
gional merchandise executive with 
Montgomery Ward & Co., has been 
appointed director of sales and 
administration for Nutt Motors, 
Inc., Detroit. 


De 


Appoints Hopper Agency 

Island Specialty Company, 
Brooklyn, N. Y., processor of Is- 
land cocoanut and other cocoanut 
products, has appointed Schuyler 
Hopper Company, New York, to 
handle its advertising. 


eo Oe Se ee ee 


= 


Cid 
a a 


BSR 


Hou big 2... 


$7 Billion? 


The “Rand” in South Africa (world’s 
richest gold mining region) averages 
$435,000,000 yearly .. . Nearly 18 years 
would be required to equal the annual $742 
Billion Dairy Industry. MILK PLANT 
MONTHLY is your key to this fabulously 
wealthy market. Write today for detailed 
market data. 


ABC Audited Since 1929, 


(a) Milk Plant Monthly 


327 SOUTH LA SALLE STREET, CHICAGO 4 


BULBSNATCHING AIRED. Sly fun poked at people who 
rob one light socket to fill another rings up 
sales for Lamp Department of General Electric 
Company. Theme has been transplanted from maga— 
Zines to radio to serve as commercial in the new 
situation—comedy show "Tales of Willie Piper" 
(Thursday, ABC). Highspot of show is a humorous 
bulbsnatching skit by the featured players. 


EVENTS AND PEOPLE that have made America great 
also make good listening on "Cavalcade of 
America" (Mondays, NBC). Gamut of characters 
runs from ballplayers to Presidents on this 


presentation of E. I. 


du Pont de Nemours & Co. 


(Inc.) Commercials delivered by Gayne Whitman 
(shown here with actress Donna Reed) are also 
printed in advance program notes sent to sales— 
men, branch offices, Customers, and schools. 


NEW YORK * BOSTON + 
MINNEAPOLIS * 


BUFFALO * 
SAN FRANCISCO * 


BRIGHT SPOTS. New one—minute radio commercials 
for The F. & M. Schaefer Brewing Co. are a 
sprightly combination of music, straight copy, 
and rhymed couplets such as: "In Hackensack, 

. . everyone's enthusiastic." 
Spots are tied to space advertising by use of 
same basic elements—the slogan "Finest beer 

I ever tasted!" and a big-name personality. 


New Haven, Mastic. 
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"CHRISTOPHER WELLS" (Sundays, 
powered newspaper-—radio columnist who gets into 
plenty of trouble following his nose for news. 
Ostensibly he is self-employed, but actually 

he is doing a grand job for over 3000 De Soto- 
Plymouth dealers from coast to coast. He is so 
"real" that radio editors were supplied witha 
ten—page biography detailing his ancestry, 
education, weight, height, age. 


CHICAGO * 
HOLLYWOOD «+ 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 
Advertising 


CLEVELAND * PITTSBURGH 


LOS ANGELES * DETROIT 
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'WSPA Promotes Shaffer 


Roger A. Shaffer has been ap- 


pointed managing director of Sta-|vertising manager 


Appoints Duffey 
Edmund H. Duffey, formerly ad- 
of Station 


tion WSPA, and WSPA-FM, Spar- | WFUN, Huntsville, Ala., has been 
tanburg, S. C. He had been assist- | appointed sales manager of Coles 


ant manager‘of WSPA since 1940. | 


Motor Company, Huntsville. 


FOR ACTION 
FROM PRESIDENTS 
TRY DUN’S REVIEW 


- THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 


IZED SERVICE IN 


PLANNING, DE- 


SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-1T MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY 


a a, 


BY YoU 


eS. 2 


LITHOGRAPHED DISPLAYS 


Princess’ Nuptials 
No Boon to Royal 
Warrant Holders 


Austerity Keynote; 
Besides, She Lacks 


Power to Appoint 


By PATRICIA RYDEN 


New YorKk—Hundreds of trades- 
men and purveyors of goods to 
Buckingham Palace undoubtedly 
suffered quite a setback this fall 
upon hearing that Princess Eliza- 
beth would have no trousseau. 

Most eager to please the Princess 
with their wares, are, in all prob- 
ability, holders of the royal war- 
rants. For when Elizabeth be- 
comes Queen she will decide what 
merchants will display her coat 
of arms. On the death of the 
sovereign all warrants become 
void. 

The royal warrant is the only 
method which is allowed in the 
British Empire of exploiting roy- 
alty in advertising. It is legiti- 
mate to advertise the brand of 
tobacco which the Prime Min- 
ister smokes, but the King’s choice 
of tobacco must not be adver- 
tised. 


Warrant Holders Limited 


At present only King George, 
Queen Elizabeth and Dowager 
Queen Mary are privileged to ap- 
point royal warrant holders. After 
the abdication of King Edward 
VIII, merchants had to wait the 
official three-year period before 
receiving new issues by the new 
royal couple. The same procedure 
| will be in force when Princess 
| Blizabeth becomes Queen. 

Two royal warrant holders are 
now busy preparing for the com- 
ing royal wedding on Nov. 20. 
|Norman Hartnell, royal dress- 
|maker by command of Queen 
| Elizabeth, is designing Elizabeth’s 
| wedding gown and the Queen’s 
/ensemble for the ceremony. 
| The recipe of the royal wedding 
cake is known only to the bakers 
| who hold the royal warrant. The 
ingredients for the cake have been 
sent by the British dominions, 
|colonies and dependencies. 


Expanded by Victoria 


| It is said that the practice of 
| displaying the royal arms began 
| with the reign of Queen Elizabeth. 
|But it did not reach its present 
|dimensions and organization until 
| Queen Victoria’s reign, when the 
| rapidly growing diversity of man- 
|ufacturers, higher standard of 
| living and creating of new needs 
|forced greater and more varied 
| expenditures from the royal purse. 
| The list of warrant holders is 
| never stationary. Privileges of the 
|appointment extend only to the 
particular business for which it 
is granted. A firm which may 
|manufacture one excellent class 
of goods may not use the warrant 
in connection with another branch 
of its activities. 

Certainly, the holders of the 
warrants value most—after that 
of being hallmarked as one of the 
|leading firms in the world—the 
permission to display the royal 
arms on premises, stationery, etc. 
This must always be accompanied 
by the words “By Appointment” 
and gives no authority to fly the 
royal standard. 

The arms don’t necessarily in- 


| 
| 


tered the shop. Goods supplied to 
the royal palaces are 
ordered by letter or messenger, 
or are the subject of standing 
orders. 

Once a shopkeeper has moved 


| holders, he finds he has to obey 


very strictly the warrant rules. 
He may frame his warrant and 
hang it in his shop window, but 
he can’t duplicate it for display 
in the windows of his branch 
shops. 

He can stamp the arms “incon- 
spicuously” on the goods he sells, 
subject to the provision that they 
must be the kind of goods for 
which his warrant was issued. 
,The proprietor of a department 
store who has been granted the 
warrant for supplying silks to the 


royal household is not allowed to 
stamp the arms on the shoes he 
sells. The misuse of royal arms is 
a police court offense and the 
maximum fine is $100. 

The majority of the royal war- 
rant holders belong to the Royal 
Warrant Holders’ Association, 
which protects its members from 
the illegal use of the royal arms, 
In appreciation of the promptness 
with which the royal bills are 
paid, the members contribute gen- 
erously to royal charities on mo- 


Pelooat* 


ALABAMA 

Birmingham....... Sloan Paper Company 
ARIZONA 

Phoenix...... Zellerbach Paper Company 
ARKANSAS 

Little Rock....Arkansas Paper Company 
CALIFORNIA 

BOGOME cecces Zellerbach Paper Company 

i. eee Zellerbach Paper Company 

Los Angeles ..Zellerbach Paper Company 

Oakland ...... Zellerbach Paper Company 

Redding ...... Zellerbach Paper Company 

Sacramento ...Zellerbach Paper Company 

S4n Diego ...Zellerbach Paper Company 

San Francisco.Zellerbach Paner Company 

San Jose ..... Zellerbach Paper Company 

Stockton ...... Zellerbach Paper Company 
COLORADO 

STEEL Carpenter Paper Company 

PUGDIO ccccsees Carpenter Paper Company 
CONNECTICUT 


Hartford. The Rourke-Eno Paper Co., Inc. 
New Haven..Bulkley, Dunton & Co., Inc. 


DISTRICT OF COLUMBIA 


Washington F 
....The Barton, Duer & Koch Paper Co. 


FLORIDA 


Jacksonville 
ani Sakae Knight Brothers Paper 
Miami ..Knight Brothers Paper 
Orlando. Knight Brothers Paper 
Tallahassee 
ph Baws’ Knight Brothers Paper 


Company 
Company 
Company 


Company 


Tampa..Knight Brothers Paper Company 
GEORGIA 

Atlanta. .... ....Sloan Paper Company 
IDAHO 

Boise.........Zellerbach Paper Company 
ILLINOIS 

0 eee Berkshire Papers, Inc. 

eee Chicago Paper Company 

ee Midland Paper Company 

Springfield. ..Capital City Paper Company 
INDIANA 

Indianapolis... .. Crescent Paper Company 
IOWA 

Des Moines ...Carpenter Paper Company 


Sioux City....Carpenter Paper Company 


KANSAS 

Topeka........ Carpenter Paper Company 

Wichita....... Western Newspaper Union 
KENTUCKY 

Louisville... .. The Chatfield Paper Corp. 
LOUISIANA 


Baton Rouge...Louisiana Paper Co., Ltd. 


New Orleans....The D and Paper Co. 

Shreveport..... Louisiana Paper Co., Ltd. 
MARYLAND 

Baltimore. Baltimore Paper Company, Inc. 
MASSACHUSETTS 

Boston....Carter, Rice & Company Corp. 

Springfield....... Bulkley, Dunton & Co. 

Worcester 

eehadeee Charles A. Esty Paper Company 
MICHIGAN 

DORE a 500000 Seaman-Patrick Paper Co. 

Grand Rapids..Carpenter Paper Company 
MINNESOTA 


Duluth....John Boshart Paper Company 


Minneapolis ...Carpenter Paper Company 
ee ae Carpenter Paper Company 
MISSOURI 


Kansas City...Carpenter Paper Company 
Py Ds ccccoas Beacon Paper Company 
St. Louis 

aaa aae Shoughacegy Seep ets Paper Co. 
ye  SSsere obey Fine Papers, Inc. 


PRINTING PAPERS 


A PRODUCT OF 


Distributed by 


Kimberly 
Clark 
RESEARCH eee 

MONTANA 

Billings ......Carpenter Paper Company 

Breer Carpenter Paper Company 

Great Falls ...Carpenter Paper Company 

Missoula ..... Carpenter Paper Company 
NEBRASKA 

eT . Wee Carpenter Paper Company 

oe SP Carpenter Paper Company 
NEVADA 

BENG ecicendes Zellerbach Paper Company 
NEW JERSEY 

Newark...... J. E. Linde Paper Company 
NEW MEXICO 

Albuquerque...Carpenter Paper Company 
NEW YORK 

Albany...Hudson Valley Paper Company 

pl, A. Price Son, Inc. 

OS Se Hubbs & Howe Company 

New York. Baldwin oer Company, Inc. 

New York.... Bulkley, Dunton & Co., Inc 

New York....... The Canfield Paper Co. 

New York...Forest Paper Company, Inc. 

New York...J. E. Linde Paper Company 

oe eS A. Price & Son, Inc. 

New York...... Royal Paper Corporation 

OS rrr eaere aper rvice, Inc. 

ee rere Paper Service, Inc. 

Serre Troy Paper Corporation 


NORTH CAROLINA 


Charlotte....Dillard Paper Company, Inc 
Greensboro. .Dillard Paper Company Inc 


NORTH DAKOTA 


POOR. 0 <4 cece Western Newspaper Union 
OHIO 

Cincinnati..... The Chatfield Paper Corp 

Cleveland..The Petrequin Paper Company 

Columbus..... The Scioto Paper Company 

Toledo...The Ohio & Michigan Paper Co. 
OKLAHOMA 

Oklahoma City.Carpenter Paper Company 

Tulsa.Tayloe Paper Company of Oklahoma 
OREGON 

ee Zellerbach Paper Company 

Portland ..... Zellerbach Paper Company 
PENNSYLVANIA 

Philadelphia....... Paper Merchants, Inc. 

Philadelphia....... D. L. Ward Company 

Pittsburgh 


“sees The Chatfield & Woods Co. of Pa. 


RHODE ISLAND 
Providence. Carter, Rice & Company Corp. 


SOUTH CAROLINA 
Greenville. ..Dillard Paper Company, Inc. 


TENNESSEE 

Chattanooga..... Bond-Sanders Paper Co. 

Knoxville. .Southern Paper Company, [nc 

MINIs 5 6.06:066% Tayloe Paper Company 

Nashville........ Bond-Sanders Paper Co. 
TEXAS 

eee er Carpenter Paper Company 

SE 9.444040 Carpenter Paper Compasy 

Forth Worth...Carpenter Paper Company 

Harlingen ..... Carpenter Paper Company 

Houston.... ... Carpenter Paper Company 

Lubbock ...... Carpenter Paper Company 

San Antonio ..Carpenter Paper Company 
UTAH 

Salt Lake City.Zellerbach Paper Company 
VIRGINIA 

Richmond..... Cauthorne Paper Company 
WASHINGTON 

Bente cesses Zellerbach Paper Company 

Spokane ..... Zellerbach Paper Company 

Walla Walla..Zellerbach Paper Company 

OS are Zellerbach Paper Company 
WISCONSIN 

Milwaukee....The Bouer Paper Company 


EXPORT AGENTS: American Paper Exports Inc., New York, U. S. A. 
| Cable Address: APEXINC — New York 


If our distributors cannot supply your immediate needs, we solicit your patience. There 


‘dicate that royalty has ever en-| will be ample Levelcoat Printing Papers for your requirements when our plans for ‘* 


creased production can be realized. 


usually | COCOONS SSSSSSESSSSSSSHSSSSSSSSSSSHSESSEESESSESEEE* 


KIMBERLY-CLARK CORPORATION 


Neenah, Wisconsin 


into the elite circle of warrant | '22 ©. 42nd St., New York 17 @ 8 S. Mich 


igan Ave., Chicago 3 @ 155 Sansome %. 


San Francisco 4 @ 22 Marietta St. N.W., Atlante 3 
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mentous royal occasions. For the 
silver jubilee of King George V 
they raised $250,000 to build and 
furnish a country house as a pres- 
ent for the King. He died before 
it was finished and King Edward 
VIII granted the first occupancy 
of the house to a retired admiral. 

Most of the daily work of the 
association involves the handling 
of infringement cases. One case 
involved a man who had built a 
house in the year of Queen Vic- 
toria’s diamond jubilee, and who 
had the royal arms carved in stone 
and set into the front of the 
house. The arms have _ stayed 
there ever since. Such lapses are 
usually innocent and hardly ever 
reach the courts. A letter to the 
landlord is enough to encourage 
the guilty party to bring the arms 
down. These cases would nor- 
mally be handled by the police, 
put custom has made the royal 
merchants the protectors of their 
own rights. 

One outstanding exception in 
this respect is the hundreds of 
pubs all over England which dis- 


play royal arms and call them- 
selves the Kings Arms. As long 
as they don’t display the arms 
with “by appointment,” the asso- 
ciation maintains that there is no 
“intent to deceive’ and does not 
bother them. 

The 30-page booklet which lists 
all the royal warrant holders con- 
tains many firm names familiar to 
Americans as well as to the Eng- 
lish. Among them are Alfred 
Dunhill, Benson & Hedges, Vac- 
uum Oil Company, The Aeolian 
Company, Steinway & Sons, Tif- 
fany & Co., Angostura Bitters, 
Chivers & Sons, Electrolux, Arthur 
Guinness Son & Co., Hoover Ltd., 
Lea & Perrins Ltd., Lipton Ltd., 
Nestle Milk Products Ltd., Oxo 
Ltd., Hiram Walker & Sons, Cross- 
ley Motors Ltd., Yardley & Co. 
Ltd., Lever Brothers Ltd., and 
Rolls-Royce Ltd. 


Long Agency Moves 

Charles A. Long Jr., Inc., dis- 
play advertising and public rela- 
tions, has moved its offices to 1606 
Locust St., Philadelphia 3. 


Insurance Firm 
Plans Ist Use 
of Magazines 


Cuicaco—‘So you think you’re 
insured” will be the warning ham- 
mered home by American Motor- 
ists Insurance Company during 
coming months in its initial use of 
national magazines in its adver- 
tising. 

Insertions are scheduled 
monthly, except for February, un- 
til next June, with eight ads in 
Newsweek and United States 
News, and four in Nation’s Busi- 
mess. Each of the one-column ads 
will use a Gluyas Williams car- 
toon as an attention-getter, with 
an accompanying anecdote em- 
phasizing a loss for which an as- 
sured “thought” he had _ protec- 
tion. 

Coupons will offer a 36-page 
booklet, “29 Gaps in Your Bridge 
to Security,” listing the gaps 
found in even the most carefully 
planned insurance. A 30th gap 


| Suggests that the reader consult 


an AMICO representative for 
sound insurance advice. 

Tie-in material for the cam- 
paign, in charge of John W. Shaw 
Advertising, includes window dis- 
play cards, newspaper mats, radio 
announcements and direct mail 
letters for agents. 


Coal Firm to Haehnle 


Appalachian Coals, Inc., Cin- 
cinnati, said to be the largest coal 
marketing company in the world, 
has appointed Haehnle Advertis- 
ing, Cincinnati, to handle its ac- 
count. Media will include news- 
papers and radio, the latter to 
consist of a year-round news 
commentary by Alvin Helfer, to 
be heard on 75 stations “over one 
of the major networks” Mondays 
through Fridays. 


Teetor Promoted 


Ralph Teetor, with Perfect Cir- 
cle Corporation, Hagerstown, Ind., 
and a predecessor company since 
1925, most recently as general fac- 
tory manager, has been named 
general manager of the company. 


1. Deep Etching 


C) Hand routing 
(] Extra mechanical etching of a halftone 


[] Stone lithographing process 


3. Bold Face Type 
C] Name of a special display type 
[) Type with a conspicuously heavy face 
C] Any type larger than 36 point 


Test your word knowledge 


of Paper and Printing 


2. Beater 


_| Linotype operator 


—] Machine for mixing paper stock 
C] Tool for compressing type 


Fe aol ¥ cane we He ROR 


4. Trufectt 


[] A patented printing ink 
1) A fine coated book paper 
C] A stereotype process 


Deep Etching is the extra me- 3 Bold Face Type is a type with 


ANSWERS 


ME LPR LOCO ROA ABLE OY ed one each 5, 7 


* 


chanical etching of a halftone. 
Engravings of many types are printed 
in testing Levelcoat* printing papers 
at Kimberly-Clark’s Consumer Ac- 
ceptance Laboratory. A regular part 
of Levelcoat quality control. 


2 Beater is the machine for mix- 

ing paper stock —and in making 
Levelcoat, it’s a machine of vital 
importance. For it is the thorough 
beating of scientifically apportioned 
ingredients which makes Levelcoat 
formation so outstandingly uniform. 


a conspicuously heavy face—a 
“black” type. The bold, deep blacks 
of type or engraving solids gleam 
like liquid jet on the smooth, white 
surface of Levelcoat—a_ sparkling 
setting for fine typography. 


4 Trufect is a fine coated book 

paper, a distinguished member 
of the Levelcoat family. Printers 
prefer Trufect for such qualities as 
balanced ink affinity and uniform 
runability. Advertisers like its soft, 
clean brilliance. 


; PRINTING PAPERS 


Levelcoat* printing papers 
are made in the following 
grades: Trufectt, Kimfectt, 
Multifectt and Rotofect'. 


Kimberly 
Clark 


RESEARCH 
* TRADE MARK 


tT. mM. REG. U.S. PAT. OFF 

KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 

1872— SEVENTY-FIVE YEARS OF FINE PAPER MAKING—1947 


MORE 

SUBSCRIBERS 

THAN THERE 

ARE 

HOSPITALS! 
® 


A comparison 
of the 
hospital 
statistics 
released by 
the American 
Medical 
Association 
with the A.B.C. 
Statement for 
HOSPITAL 


MANAGEMENT, 
discloses : 
Total Hospital 


Circulation 
(Net paid /.8.C.) 


.... 0,921 
Total 
Registered 
Hospitals 
.... 6,280 


HOSPITAL 


MANAGEMENT'S 
total net 

paid A.B.C. 
Circulation 

is 8,334, 

as shown 

on the 

June, 1947 
statement. 


FOR DETAILED 
REFERENCE DATA 


INDUSTRIAL MARKETING'S 


Industrial 
MARKET 
DATA BOOK 
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Walter Lowen 


PLACEMENT AGENCY 


= 
Headquarters since 1920 for 


ADVERTISING PERSONNEL 


Executive © Copy ® Art ® Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 
New York 17, N. Y. 
LExington 2-8862 


Public Relations 
Executive 
Available 


Experienced in food, industry, agri- 
culture, with training in business, 
publications, government (in top 
ranks). Special talents in publicity, 
marketing, economics, research. 
Equipped to handle public rela- 
tions for business house, public 
relations counsel, advertising 
agency. 

Salary: 10,000 


Box 6863, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


- 


Young Copy And 
Layout Man Wanted 


aeons Wisconsin Manufacturer selling to 
Stationers, Jewelers, Department Stores 
and Drug Stores has opening for assistant 
in Sales Promotion Department. Appli- 
cant should have enough copy and layout 
ability to prepare dealer helps, catalogue 
pages and circulars under manager's su- 
rvision. Desired age about 28 years. 
ere's an opportunity to develop a per- 
manent, interesting position. Good start- 
ing salary. 


Box 6865, ADVERTISING AGE 
100 E. Ohio Street, Chicago I!, Illinois 


WANTED 
EXPERIENCED 
TECHNICAL 
WRITER 


Must have ability to produce top 
grade technical bulletins, instruction 
sheets, servicing manuals, parts and 
catalog pages, etc. Work with engi- 
neering department. Give complete 
details and salary desired in first 
letter. Replies strictly confidential. 


Box 6867, ADVERTISING AGE 
100 E. Ohio St., Chieago 11, Illinois 


PARTNERSHIP IN | 
ADVERTISING AGENCY 


Growing Chicago Ad Agency with | 
complete Publication and Radio De- 
partments, handling prominent local 
and several regional accounts, will 
sell up to fifty percent interest at 
approximately ifty thousand dollars | 
to active Account Executive who 
capable of bringing in new business 
which may be considered in lieu of 
part of investment. 


| 
Box 6868, ADVERTISING AGE | 
100 E. Ohio St., Chicago II, Illinois | 


Copy Stresses 
National Demand 
for Youth Shoes 


St. Louis—Stepped-up interest 
in handling the line, plus in- 
creased cooperative advertising by 
dealers throughout the country, 
were cited by the Roberts, John- 
son & Rand division of Interna- 
tional Shoe Company last week as 
direct results of a business paper 
drive. 

The series, running in shoe 
trade publications, emphasizes the 
line: ‘“‘Not just nationally adver- 
tised .. . but in national demand!” 
The trade ads, via Krupnick & 
Associates, stress the consumer 
impact of national advertising and 
give retailers the complete story 
on the scope and volume of cur- 
rent ads for Poll-Parrot shoes for 
boys and girls. 

The division has been using full- 
color advertising in Country Gen- 
tleman, Good Housekeeping, 
Ladies’ Home Journal, Life, Look, 
Parents’ Magazine, Progressive 
Farmer and This Week Magazine, 
as well as the roto sections of 
newspapers in 18 major city mar- 
kets, and additional copy in 15 
other Sunday papers. 

The company points out that 
additional “thousands of dollars” 
were spent in dealer-paid adver- | 
tising in newspapers, radio, street | 
car and bus cards, and telephone | 
directory advertising. 


WANTED! 


‘Copywriter and 
account executive 


by well rated 4-A Cleveland agen- 
cy. The man we seek, preferably 
college trained, should have a 
broad advertising agency experi- 
ence, lively imagination, plus a 
fund of practical merchandising 
ideas and experiences. 

Would be advantageous if he 
knew something about lighting 
and electrical merchandising, 
though this may not be vital. And 
if he had a gift for sound sales 
presentations and an instinct for 
good selling copy, it would be 
almost perfect! 


What else? Young enough to be 
confident, old enough to meet on 
level ground with strong company 
executives. Smart enough to be 
cooperative. 


We are not afraid to talk money 
if you have the stuff. Please give 
us your story and write quick. 
This place is full of opportunity 
—and the people who work with 
us like it. 


Box 6866, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


40 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and spaces per line; light body face 34 per line. lox numbers add two lines. Copy deadline 
Thursday noon, 11 days Preceding publication date. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple 


insertions and space over 5 inches apply on display 


HELP WANTED 


EXPERIENCE ~, INTELLIGENCE 
AND IMAGINATION FOR SALE 
To Chicago agency, film-producer or 
manufacturer looking for. these 
qualities in contact man or writer. 
Skilled public speaker before deal- 
ers or board of directors. Compre- 
hensive knowledge all phases of ad- 


vertising. Stable, homeowner, no 
debts, college graduate, more than 
20 years’ experience, mostly con- 


sumer fields. Seprerance and per- 
sonality to match. Ag 

Box 9253, ADVERTISING AGE 

100 E. Ohio St., Chicago 11 
Public Relations — Presently em- 
ployed assistant to director trade 
association desires change, Experi- 
enced industrial publications, rela- 
tions. — Display material, survey 
analyses, administrative functions. 
29, college graduate. 

Box 9241, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


COPYWRITER | 

Mail order and retail experience in 
soft and hard lines. Can write copy 
that sells! Complete knowledge of 
production from layout to final 
proof. Young woman. 

Box 9242, ADVERTISING AGE 

100 E. Ohio St., _Chicago 11, Il. 


Top flight space rep. 15 yrs. coverage 


Ohio, Pittsburgh, Detroit industry, 
agencies; seeks responsible pape?s. 
Has car, office. Terms: salary & com- 
mission. Box 270, Medina, O. 


“MARKET RESEARCH DIRECTOR, 

Consumer, durable goods exp. Direct 

mail & prtg. buying exp. Age 34. 
Box $243, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, 111. 

AMBITIOUS STENO ‘ 
Lite steno, gen. office, exp. 1 girl 
office. Loop location. $40 to $45 min. 


Box 9244, ADVERTISING 
100 E. Ohio St., Chic ago 11, 


SALES PROMOTION 
An outstanding Sales Promotion 


AGE 
ll. 


Specialist desires a position with 
an Advertising Agency. R. Isaacson, 
61 East Goe the St., ee. Ill. 


‘for a} 
boss with spec ial poh Fw ation s He 
mu&t be the rare executive who pre- 
fers cold facts to flattering fiction. 
Box 9245, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING—SALES 
Advertising-Sales manager with a 
successful record would like another 


organization to help build. . Salary 
$10,000 a year. 

Box 9246, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Production ona Purchasing Man 
10 yrs. exp. in graphic arts. Thoro 
knowledge of purchasing printing, 
paper, engraving, typesetting, etc. 

Box 9247, ADVE RTISING AGE 

100 E. Ohio St., Chie ago 11, Ill. 


“Ady vertising | iaceey Accountant 


M.B.A., 2% years C.P.A. experience, 
1% years Advertising agency ex- 
perience: seeks position with N.Y.C. 
agency Financial Statements, taxes, 
client costs, systems. 

Box 9252, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 
- ADVERTISING & PUBLISHING 
| ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


ADVERTISING COPYWRITER 
If you are experienced in turning 
out good consumer copy—principally 
newspaper and direct mail—you may 
be the man to take advantage of 
this opportunity. Position is per- 
manent, offers chance for advance- 
ment, with well established business 
in northern Ohio. Give age, educa- 
tion, experience, salary requirements. 
Box 9227, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Tl. 


SPACE SAL ESMAN 
Opportunity with live publishing 
house for a space salesman to cover 
eastern territory for well established 


and accepted farm and poultry pub- 
lications. 
editorial] 
essential. 
fuarantee. 


ability desirable, but 


Write fully, 


bac kground, experience, education | 


@ _.. (Atency Account Executive © 
2” Available Soon 
This man has 4A Agency and Advertising 


Managerial experience both Eastern and Local. 
He has worked on both consumer and indus- 


trial accounts Has mature judgment that 
keeps advertisers happy. His singing sales 
copy helps. Present connection good but not 


good enough. Though busy, 
your convenience. Southern California prefer- 
able. Box 6869. ADVERTIS! 

100 E. Ohio Street, Chicago ti, Illinois 


he Will see you at 


. OUTDOOR SPACE 


SALESMAN 


wanted to sell 
Bitboard Space on Trucks 
CHICAGO. MINNEAPOLIS 
DETROIT 


Prefer wide acquaintance with local Out- 
door Advertisers. 
DEARBORN 8276 CHICAGO 


LAY-OUT ARTIST 
for company operating advertising de- 
petaes. Training required. Good start- 
salary. Excellent opportunity in 
advertising, promotional and sales de- 
partment. Reply to: 
MR. SEYMOUR 


ILLINOIS BAKING CORPORATION 


2230 $. Union Avenue, Chicago, Ill. 


jand give names of previous employ- | ;product. Samples and prices on re- 
ers. Address: quest. 
Box 9224, ADVERTISING AGE GRAPHIC ARTS PHOTO SERVICE | 
330 W. 42nd St., New York 18, N. Y.| 365-B, Hamilton, Ohio 


WANTED 


Industrial Advertising Salesman for 
Chicago-Midwest Territory 


Successful, rapidly growing industrial 
magazine is interested in an advertis- 
ing salesman who is experienced 
enough to know the fundamentals of 
industrial magazine advertising, yet 
young enough to learn new ideas. If 
you already “know all the answers”, 
don’t write. But if you expect to work 

. if you expect to “earn” good 
money . . . tell us about yourself. We 
want a man who can still learn a lot 
. . . and earn a lot. Be sure to give 
details of education, business experi- 
ence, age, personal situation, approxi- 
mate money needed, etc. No 
interviews granted without above in- 
formation. Write— 


Box 6864, ADVERTISING AGE 
100 E. Ohio Street, Chicago, Illinois 


Farm background and some | 
not | 
Liberal commission, with or _call J. Stonhouse, 


OPPORTUNITY IN THE SOUTH 
Editor with engineering background 
and trade paper experience for lead- 
ing southern publication in indus- 
trial field. Must be rapid, prolific 
writer, know editorial makeup, and 
able and willing to sell an ad when 
the occasion arises. Write giving 
age, salary expected, experience and 
references. 

Box 9226, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Advertising Space Salesman wanted 
by national monthly publication 
having $400 page rate and excellent 
market. Liberal drawing account 
against commission. Positions open 
New York and Chicago. 

Box 9230, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, 1). 


POSITIONS OPEN 
With agencies, advertisers, publish- 
ers, etec., for both men and women. 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 
185 N. Wabash. FRA 0115. Chicago 


Advertising Salesman—Leading pho- 
tographic business paper has open- 
ing for topnotch space salesman for 
New York, territory. Drawing ac- 
count $7, 800 per year to apply on 
commissions. Only experienced man 
will be considered and some photo- 
graphic knowledge would be prefer- 


able. 
Box 9238, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
ADVERTISING ARTIST. Unusual 
opportunity for experienced man.| 


Must be able to produce layouts that) 
Also know typography and | 


sparkle. 
do some finished. 
trends, able 

younger men. 


Need man alert to 
to handle and develop 

Opportunity to share 
in profits. Right man can work into 
five figure income. 
city convenient 
age, experience, 
ent salary. 

Box 9239, ADVERTISING 

100 E. Ohio mm. 4 shicago 11, 


Advertising Space Salesman 
cleaning and laundry 
to take complete 
Experience with industrial publica- 
tion essential. Substantial draw- 
ing account @wgainst commission on 


total volume. 
ADVERTISING 


to Chicago. Give 


abilities 


AGE 
Ill. 


for 
publication 
charge of sales. 


Box 9240. 
330 W. 42nd St., 


Salesman Large Eastern 
turer of card, paper, 
decoratives and displayers inaugu- 
rating point of sale department. 
Complete cooperation art staff and 
production department. Exclusive 
territories. Liberal commission. 
Box 100, REALSERVICE 
110 W. 34th St., New York City 


SALES PROMOTION MAN 
Unusual opportunity for young man 
now serving on a sales promotion 
staff who has experience handling 
direct mail and working with field 
organization, including distributors. 
Head your own department at mod- 
est starting salary but with un- 
limited opportunity for advancement 
with one of nation’s leading na- 
tional manufacturers. 

30x 9250, ADVERTISING AGE 
100 E. Ohio St., C hicago 21, 3. 


“REPRESENTA ATIV ES AVAILABLE 


Mr. Publisher—Business is Good— 
out 


Are you getting the Maximum 
Chicago represen- 


of the Mid West? 
offers energetic salesmanship 


AGE 
New York 18, N. 


i 


manufac- 
wood and wire 


tative 
to good trade or consumer paper. 
30x 9248, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


_ REPRESENTATIVES WANTED 


Publishers Representatives wanted 

East, Midwest, West. Publication. 

Cire 50,000 rural General Stores. 
Box 9249, ADVERTISING AGF 
100 E. Ohio St., ( shicago 11, qi. 


MISC EL LANEOU Ss 

CHICA AGO GO desk space or share office 
arrangement wanted by pub. rep. 
Box 9251, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

Deerfield 601R 


stating | |PHOTO POST C ARDS—The 1 newest | 


most economical way to display any 


Live mid-western | 


and pres- | 


See 


vertising Age, November 10, 1947 


Waiting for Auto? 
Rolls Ready Now 


New York—lIf your Rolls-Rovce 
is beginning to look a little 
shabby, cheer up, chum. Help is 
on the way. 

The first postwar Rolls-Royces 
and Bentleys were given their 
premiere in New York last week, 
and the luxurious caravan wil] 
roll on to 10 other U. S. cities. 

Prices on the Rolls-Royces wil] 
range from $18,450 to $19,200; on 
the Bentleys from $12,900 to 
$17,700. Among the luxury fea- 
tures are electrically operated 
windows and accessories, built-in 
vanities, cocktail bars and desks, 
deep-pile rugs and leather up- 
holstery. All are custom-built. 


Ads Scheduled 


Advertising is scheduled— 
through Dorland, Inc.—for The 
New Yorker, and for the New 
York Journal-American, Herald 
Tribune, Times and Sun and the 
Wall Street Journal. In Boston, 
where the cars will go next, the 
Herald is scheduled. 

Los Angeles will probably be 
the next stop, and other cities 
scheduled are Chicago, Cleveland, 
Miami, Palm Beach, Philadelphia, 
St. Paul, San Francisco and Wash- 
ington. 

Rolls are guaranteed to travel 
more than 90 miles an hour, the 
Bentleys more than 100, both 
without vibration or engine strain. 
| Deliveries will be prompt for pur- 
chasers. In an effort to secure 
dollars, virtually the entire output 
of the company is slated for the 
U. S., and British buyers must 
wait until American orders have 
been filled. 


Newspaper Ads 
Prove Successful 
for Spalding 


New YorK—More than 1,000,- 
000 requests for a booklet offer 
appearing in its cartoon newspa- 
per advertisements have been re- 
ceived by A. G. Spalding and 
Brothers, over a period of four 
seasons of advertising. 

The successful use of cartoon 
techniques in newspapers. by 
Spalding, to achieve more reader- 
ship per advertising dollar, is de- 
scribed in an Advertising Facts 
folder published recently by the 
Bureau of Advertising, ANPA. 

Now in its fourth year, the cam- 
paign runs from May through Au- 
gust in 44 papers in 27 cities. The 
495-line ads appear once a week. 
Agency for Spalding is Hanly, 
Hicks & Montgomery, New York. 


*|Edna Bronson Herr 


Opens New Agency 


Edna Bronson Herr, former ac- 
count executive of Abbott Kim- 
ball Company, New York, and for 
|the past year an advertising con- 
| sultant, has received ANPA recos- 
|nition and announced the opening 
|of an advertising agency under 
| the name of Bronson Herr. 


Norwood-Ehling News Bureau, 
|Minneapolis, has been named to 
‘handle the advertising sales ac- 
;counts for the Minnesota territory 
| of Film World, Los Angeles, and | 
Aviation Pictorial News, St. Louis. | 
|The news bureau recently opened | 
an advertising sales department | 
headed by Nathaniel F. Wood, di- | 
rector of *NENB. 


Grolier Boosts Three 


The Grolier Society, New York, 
publisher of “The Book of Knowl- | 
| edge,” has elected Fred P. Murphy, | 
formerly president, as chairman | 
of the board of directors, and 
named J. C. Graham Jr., execu- 
tive vice-president of the com- 
pany, as vice-chairmar of the 
board. Mr. Murphy will be suc- 
ceeded as president by E. J. Mc- 
|Cabe Jr., treasurer. 


Gets Two New Accounts| Funeral Directors 


Plan PR Campaign 


The New England Conference of | 
Allied Funeral Associations, Bos- | 
|ton, plans to raise a $15,000 fund 


| to conduct a public relations cam- 


paign to explain “the true position | 


of the funeral director in his com- 


munity and the aims of the or- 


ganization.” 


| Arthur F. Brown & Associates, | 
|which handles the account of the) 
National Funeral Directors Asso- 
ciation, will conduct the campaign. 


‘Freeman to Join Robins 
G. Mallory Freeman has 
signed as 


of 
Company, 
tical manufacturer. 
tion becomes effective Jan. 1. 


re- 
assistant manager of 
Station WRNL, Richmond, Va., to! 
become vice-president in charge 
advertising of A. H. Robins 
Richmond, pharmaceu- 
His resigna- 


| The new agency, with offices at 
} 


143 E. 53rd St., New York, /1as 
| nine active accounts. They are: 
|Rose Laird, Niesa Perfume, Ly- 


sanda, Little Cosmetician, United 
Expositions Corporation, Dena 
| Kaplan, Westport Fibercraft Com- 
pany, Westchester Hobbies, Inc. 
|and Celluloid College. 


‘Dunn Opens Studio 

Cal Dunn has resigned as 
director of Sarra, Inc., 
to open his own art studios 
104 S. Michigan Ave., Chicago, 
produce cartoon and 
|material for advertisers, agen< 
jand film companies. 


B-B Pen Names FC&B 


ball point pen manufacturer, 


tising. 


Chicago, 


illustration 


B-B Pen Company, Los Angeles, 
1as 
‘appointed Foote, Cone & Belding: 
Los Angeles, to handle its adver- 
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” = |highly sensitive reproductive tis-|No. 11 of the series, based on an ; 
P Okay to Omit “sues, the commission explains that | peer nget hey showing of car nee on cng ytd 1 For a Different Promotional TIE-IN! 
. sex hormones ought to be taken | cards in the Boston area, will be e United es Associates of | i 

V Ad Warning for ‘only under constant medical su- | published soon. the International Chamber of || Use NECK-TIES Made With Your Design 
OVee -. -_pervision. rr phe en ga ene Magen has ap-) YOUR GERIGH eRheacsened o fie de- 
ite @ LaAXative: FTC “Failure to disclose in these ads | Kensitas Appoints a. a cooperate with eee ee ee 
P is WASHINGTON—FTC’s handling of |@zards to health implies that the} Foote, Cone & Belding’s London tional group in the promotion of =e Tiong pone 

, laxative case last week raised | Preparations may be taken under | office has been named to handle world trade. Sigurd S. Larmon, —for conventions & sales meetings i 
yces ossibility that the drug industry Customary and usual conditions the advertising of Kensitas cig-| president, Young & Rubicam, will —for advertising give-aways ' a 
heir ee soon be able to omit appendi- | without diagnosis or supervision,” arets, made by J. Wix & Sons Ltd., serve as chairman. Se designing; manufactur- 
eck x Gnathiek thn th d | FTC said. “In view of that, the British subsidiary of American) a oni tice “~ aie ad ie 4 
will = > m ic ~ |ads must be considered false,| Tobacco Company. The London | || quantity desired for quotation or write 
; most common preparations. latin. the: mains of the SOC office of Lord & Thomas, FC&B’s | Joins Color Clinic || for full information today. 
+ Although last week’s case in-| A > & predecessor, handled the account) Dan Somma, formerly with! The Esaqey Compan 
will # volved only a minor product, it ct. |in prewar days, and the addition| Tomlinson of High Point, has| 190 & t 7 Y 
> ON B took on special significance as the “aa : \of Kensitas gives FC&B virtually joined the Rahr Color Clinic, New | , pendheen mame eats 
, to B irst drug decision since Septem-| To Survey Providence cE gala American Tobacco ac- York, as director of sales. (} 
sae ber, boi Fol gece geal ye = The Advertising Research Foun- ee 

was — : : -| dation will measure readership of 

It-in cautionary warnings in ads for | car card advertising in Providence, Farnsworth Ups Kelly peo 
sks, BH many types of products (AA, Sept.|R. I., during April, 1948, as Study| J. H. Kelly, southeastern district 
up- #8). No. 12 of its Continuing Study of | manager for the past three years, (tere er 
. At the time the commission in- | Transportation Advertising. Ap- a — J arg manager of 

icated that it would spare most |Plications for participation in the| the sales division of Farnsworth AN EXCESS n 200,000 Too 

pre ih drugs which pn coat with | Survey, which will cover Provi-| Television and Radio Corporation, | “is. ae nae apes 
Px Food and Drug Administration la- dence and 15 contiguous cities and| Fort Wayne, Ind. George E. 
The i heli heat ss served the right | tOW2S: must be filed with the | Worden, of the sales division, suc- | 
New being, UUs tc reserve e mg foundation before Dec. 1. Study | ceeds Mr. Kelly in Atlanta. 
€W Bio insist on precautionary warn- 


Tald Bings where serious danger might | 

the @ -esult from use of a product under | 
ston, @ “customary” circumstances. 

the During the past four years FTC | 

has taken the position that “truth- | 

’ .be Mi iul” advertising of a drug involves | 

ities Biull notice to the public of any | 


and, @ danger that might be involved in | 
dhia, Hits use under seemingly normal | 
ash- @ conditions. 
avel Industry Protests Notices | 
the On this theory, it brought action | 
both Mito require precautionary warnings | 


rain. Hin the ads for most of the well | a PRINTING PRODUCTS CORPORATION 


pur- Mknown laxative preparations and | 


cure Mheadache powders. The industry | Them 
itput MH protested that these notices were | Z Do Ot ae 


’ the Hunnecessary, and completely out | 
must Hof place in advertising. Finally, in 
have MSeptember, FTC conceded that | 
Food: and Drug labeling rules | 
were adequate for most prepara- 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


igas sss 


dver- 


) 5 last week’s notable action A teran, Sennen nae somplotely 
ee ie Pi J SPECIALISTS IN THE PRINTING OF equipped printing plant. 
] he commission waived the appen- (The former Rogers & Hall 
licitis notice in ads for a “mild Company plant) | 
oS CATALOGS + PUBLICATIONS 
Paul Case of Brockton, Mass., as | 
000.- |’ treatment for rheumatism, ar- | eine * 
’ EE a ts Pt , printing requiring the same kind of equipment and organization to 
offer Ortis and similar complaints. produce, such as Booklets, Price Lists, Flyers, House Organs, Convention New Display Type 
/spa- Although it prescribed many Dailies, Proceedings of Conventions, Directories, College and Institutional ~ for all printing orders. 
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Bedell Has New Slant 
on Labor Productivity 

To the Editor: Only tonight 
have I belatedly read your report 
of the speech of “Cross of Cali- 
fornia.” He calls for a “ninth in- 
ning reversal of form by the man- 
agers of the capitalistic team.” 
He implies management? 

For a moment let us forget the 
gougers in management. The big 
optical companies with their un- 
conscionable kickbacks to doctors 
that make _ glasses cost twice 
what they should, are not typical 
of business today. Since certain 
of Masonite’s patents have ex- 
pired, a once $65-a-ton product 
is available generally, I read, for 
$25 a ton. However, evidence 
points to management in most 
places struggling to produce and 


This department is a reader’s forum. Letters are welcome. 


give value. Let’s look in the other 
direction. 

Although it may still be too 
little for a proper economy, fac- 
tory wages hit a new high aver- 
age in September—$50.42 per 
week (Bureau of Labor Statis- 
tics), more than double the 1939 
figure. This represents a 30% in- 
crease in real earnings. The 1947 
worker can earn a loaf of bread 
in 6 minutes, against 8 in 1939. 
He can earn a gallon of gas in 12 
minutes, it was 18 in 1939—and a 
quart of milk in 9 minutes, in- 
stead of 11. An electric iron costs 
the factory worker 5.56 hours of 
work now, against 9.21 in 1939. 
(Sales Management from Mac- 
fadden Publications sources.) 

Most all products or services 
with prices made by capital, man- 
agement, machinery, and men of 


good will—the worker gets now 
for less of his money (working 
time) than he did in 1939, despite 
higher prices. 

But in areas of our economy 
where union labor has alone con- 
trolled costs, the opposite is true. 
Not only is no effort made to 
deliver increasing value—the ef- 
fort is to gouge, to get constantly 
more money for a constantly de- 
creased value. 

I believe in unions and in high 
wages—that are earned. But with 
all other decent Americans I am 
outraged by the dishonest enemies 
of our republic, whether they be 
foreigners in other lands or sabo- 
teurs in American jobs bent on 
destroying us. 

Let the factory-worker at $50.42 
per week—or any average union 
man—ponder this: In 1939, the 


}—— THE FINEST SIGNS EVER PRODUCED == 
AT THE LOWEST COST IN HISTORY 


Certified audited records shows Artkraft® signs to be 
999/1000 perfect over a period of years. Exclusive Un- 
derwriter approved features include: 


Porcel-M-Bos'd letters raised out of heavy sheet steel. 


All-welded electrogalvanized frame construction. 


Bonderized and baked synthetic enamel or porcelain 


Removable streamlined front end permits access to 


Rugged copper bus bar replaces ordinary cable. 


The first positive tube mounting. Tube sections rest on 
(not against) tube supports. This provides a definite 
centering where tubes enter the sign, and makes un- 


‘factory worker could get 500, 
bricks . laid by paying union) 
/masons $10.90, or about 16 hours | 


day, he has to pay brickmasons 
$59.29 to get 500 bricks laid, or 
more than a week of his own 
earnings. 

Today a union plasterer gets 


1939. But his slowdown is so’ 


his house—roughly, 120% of the 
1939 figure.* 

An Ohio newspaper account of 
mine was getting 1,600 lines of 
composition per man in 8 hours 
several years ago. With wages 


are getting less. 
small town compositor who quit 


because his very nature rebelled 
at the soldiering demanded of him 
by the union. 


‘people must come to view the 


slacker union man or woman. Let | 


the factory worker and all other 
union people consider what cer- 


tain fellow unionists are doing to) 


ruin all workers’ futures. The 


building trades unions are making | 
impossible for other workers | 


it 
ever to possess new homes. The 
best a factory worker can ever 
hope to have is a worn and out- 
moded third or fifth hand house. 
If the brick mason laid bricks at 
the same speed today he laid them 
in 1917, but at today’s rates, it 
would take the factory worker’s 
pay for 3% weeks in 1947, to pay 
a brick mason for one day’s work! 
America became economically 
great by giving the public—the 
American worker—eternally more 
|for his dollar. And by making 
|more and more things economic- 
‘ally available for more and more 
|people. This worked well while 
/machines and methods helped men 
| increase production per man hour. 
But now, where certain selfish and 
|stupid unions can prevail, 
|duction per man hour and per 
-dollar decreases. The paralysis 
|this produces is creeping, and 
ultimately must destroy the unions 
| that induce it, as well as the rest 
of us. 
The smart labor man believes 
|in high wages—earned. Subver- 
|sive Americans, in unions and out, 
\believe in high wages extorted 
'from the public and all other 
| workers—but not earned. 
| It’s about time the 
American stopped decrying the 
| Sins of management long enough 
|to confront labor with its death- 
idealing slowdown and limitation 
|of production. How can any man 
|go home and face his children 
|after a day’s work in which he has 
done everything he can to make 
it impossible for them ever to 


|of the factory worker’s time. To- 


wages about 35% higher than in| 


vicious that it accounts for most Bantam, ATA Offer 
of the increase a factory worker | ( 


must pay to get plastering done in | 


about doubled they get 1,100 lines | 
today, and many eastern papers 
I know of a} 


after three weeks in a city shop. 


Let the factory worker and all | 
others fasten their minds upon) 
| the loathing with which all honest | 


pro-| 


“liberal” | 


~ie 


Ad vertising 
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mentioned in the same article that §from gross 
prompted this letter. The forces We have 
that would destroy us are sleep. § missions an 
less and relentless. What can you §merely end 
do about it? adjustment 


CLYDE BEDELL, obvious ine 

Park Ridge, IIl. time bring 

*These figures have just been with that o 
'confirmed today by the records of @iions. 

|/a construction company. Mr. Fiore 

vvwy cake and € 

find few, if 

Annual Safety Awards > ply 


To the Editor: I am attaching ive commi 


‘hereto, copies of a recent an- I sincer 
‘nouncement that was run in Qpourtesy in 
'papers that we use for our regu- Jjio my atte 
lar advertising. This is being @pe so kind 
swer to M 

— Ranta Anneuwes > tion, I wi 


THE BANTAM. SUPERCARGO AWARD A clipping 
. ‘ for the ; : 

DRIVER-OF -THE-YEAR oe Ver r 

in the National Courtesy and Safety Canupaign - 
Spomored * the American Tructeing Associations Operatior 
Broadcas 
anon, Pa 
Offers R 

Beirne’s 
To the E 

when you 
| it “An Exec 
Do,” togetl 
? i : : how all tk 
Gk KIS ag a9 curred to 1 
ins itil few people 
| git this prepa 
“ema en eg that they c 
@ a gus way they ; 
Ssickeiida ld cjeialaldlaeh Teying | 
done in cooperation with the and theref 
American Trucking Associations, do” I final 
‘which consider this to be the out- duced, and 
standing safety incentive program fre for a 
of the year. In running this in §e@vy cove 
‘place of our regular advertising, Hs all the 
‘we believe we are at least at- ™me and a ¢ 

‘tempting to make a contribution 

to the safety programs that are President 
‘set up in this country. Corporat: 


The announcement has received 
'very favorable comment and it 
might be that you would like to 
use this in your comments as 
{something that an advertiser is 
doing for his industry. 

WaLtTerR R. CARTWRIGHT, 


Vickers | 
Handles 


To the |] 
my attenti 
your Oct. | 


| Advertising and Sales Promo- Ngee 
tion Manager, American Ban- being hand 
tam Car Company, Butler, 8 

| pa For you 

. note that y 

bron statement, 

‘WLBR Answers Fiore Inc, is har 

‘on Discount Policy vertising ir 
To the Editor: This is in re- JP°UP adve 


‘sponse to the item by Michael 


|Fiore in the Oct. 13 issue of Ap- 
| VERTISING AGE which you have so 
|kindly called to my attention. 

| Mr. Fiore is either ignorant of 
one of the most common practices 
in broadcasting, or he is delib- 
erately stating a half-truth. Every- 
one familiar with time selling, at 
least everyone except Mr. Fiore, 
knows that local broadcast rates 
are in general substantially lower 
‘than national rates where time is 
sold through a station representa- 
tive and an advertising agency. If 
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‘ill please 
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Advertisi 
J. Lipton 


Hopes fc 
In Bookl. 


a 
75% more attractive and legible. 
e 
NCREASE YOUR * finish, 
SA LES 1 4.6% sii @ No exposed bolts. 
with ART K RAE T |] « temortie sioaminns ton ond pe 
sign for servicing without use of tools. 
DEALER SIGNS : 
Since they continue working years after they ‘ 
have paid for themselves-——by investing only 
10% of your advertising budget annually in 
dealer signs, the fifth year you have the equiv- tghtly bushi 
alent of an appropriation |'/2 times as great as ee a 
your actual expenditure. e 


For more than a quarter century we have reg- 
ularly served leading merchandisers including 
Westinghouse, Frigidaire, Delco-Heat, Kelvin- 
ator, Shell, A & P, Pittsburgh Paints, Lowe 
Brothers Paints, Dupont and many others. Learn 
why. Write today for literature and instructions 
on how to set up a successful dealer sign pro- 
gram. 


THE 


service. 


ARTKRAFT* SIGN 


A heavy duty phosphor bronze spring clip on the end 
of the electrode has a fork-like end opening for posi- 
tive contact with the bus bar and easier removal for 


@ Cold cathode fluorescent tube grid illuminates dealer's 
name panel, eliminating replacements. 


IMMEDIATE DELIVERY 


COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


Lima, Ohio, U.S.A. 


SIGNS OF 
LONG LIFE* FOR 
QUANTITY BUYERS 


900 Kibby Street 


Please 
( 


neon signs. 


Trademarks Reg. U.S. Pat. Off. Name 
Proved by actual audited research. | Firm 
City 


THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 
Division of Artkraft* Manufacturing Corp. 


Lima, Ohio, U.S.A. 


send, without obligation, details on Artkraft* signs. 
) We are interested in a quantity of outdoor dealer 


( ) We are interested in a quantity of Porcel-M-Bos'd 
store front signs. 


}earn many of the good things of 
| life? If much of management, and 
the rest of labor joined these 
saboteur workers we would have 
depression in 
isavage cycle of unemployment 
he start its terrible whirl. 

| There is no segment of our 
people so stupid, so undemocratic, 
|or dangerous, as that which be- 
|lieves or pretends that it can pros- 
| per without contributing honestly 
|in proportion to what it with- 
draws from society. That goes for 


management. It goes for labor. It 
goes for advertising people. 
Admen have for a long time 


boosted their incomes while they 
have shortsightedly failed to take 
steps to preserve the republic that 
made their incomes possible. The 
advertising fraternity is articu- 
‘late, and has the facilities, the in- 
fluence, the opportunity, to enable 
it to learn the truth and promote 
it. We’d all better go to work fast 
to help “raise the active level of 
citizenship in the United States,” 


a week, and the) 


'this is what Mr. Fiore means o pt, 
when he accuses WLBR of “cul- B. | ar 
, BPY James ] 


‘ting out agency commissions, 
then virtually the entire radio in- 
dustry is guilty of this offense 

A copy of the circular letter an- 
nouncing the rate reduction t0 
local clients was inadvertently re- 
ceived by Mr. Fiore. He imme- 
diately jumped at the chance to 
single out WLBR as a scapegoat, 
presumably in retaliation for our 


‘resting fe 
end have 

‘icles and 

ettention. 

I hopeful 
tollect ther 
Please put 
opy 


refusal to sell him six half-hours Maxon, | 
weekly. It may make the soul 
grape still more sour but Mr or Sub: 
Fiore would find that it is stil! To the } 
just as difficult to make such @ #P€ Oct. 2 
time purchase on WLBR now as !' [ AGE there | 
was when he first tried. Po by Mele 
WLBR carries both local and The cap’ 
national accounts. Until the re- 8S made 
cent rate reduction of 20%, the Fn a sto 
station netted one hundred cents PU might 
on the dollar from local religious JF'4t these 
accounts. Our net on national ac- FP°™ us an 
counts is substantially less with #P°t a stock 
two and sometimes three different ike the bo 


discounts of 15% each deducted In other 
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from gross billing. 

We have cut out no agency com- 
missions and don’t expect to. We 
merely endeavored to make some 
adjustment in what we felt to be 
obvious inequities and at the same 
time bring WLBR policy in line 
with that of most other radio sta- 
tions. 

Mr. Fiore would like to have his 
cake and eat it, too, but he will 
find few, if any, stations that will 
sell him time at local rates and 
also allow agency and representa- 
tive commissions. 

I sincerely appreciate your 
courtesy in bringing this article 
to my attention, and if you will 
be so kind as to publish my an- 
swer to Mr. Fiore’s false accusa- | 
tion, I will be deeply grateful. 
A clipping of the answer will also 
be very much appreciated. 

JULIAN F. SKINNELL, 

Operations Manager, Lebanon 

Broadcasting Company, Leb- 

anon, Pa. 
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> .¥ 
Offers Reprints of 
Beirne’s ‘Executive’ 


To the Editor: Back in August | 
when you reprinted Mr. Beirne’s | 
“An Executive Has Nothing to| 
Do,” together with the story of | 


now all this came about, it oc- | 


curred to us that perhaps quite a) 
few people might like a copy of | 
this prepared in such a manner | 
that they could preserve it in any | 
way they saw fit. | 
Trying to be “an executive” | 
and therefore having “nothing to | 
do” I finally have had it repro- 
duced, and if any of your readers | 
care for a copy lithographed on /} 
heavy cover stock ready for fram- | 
ing, all they need do is to write | 
me and a copy will be sent gratis. 
RoGerR F. Ows ey, 
President, Arandell Litho | 
Corporation, Milwaukee. 
a oe | 
Vickers & Benson 
Handles Lipton Soup 
To the Editor: It has come to 
my attention that on Page 6 of 
your Oct. 27 issue you state that 
“Canadian advertising for Lipton 
tea and noodle soups is already 
being handled by R & R, etc.” 
For your information, please 
note that you are incorrect in this 
statement, as Ruthrauff & Ryan, 
Inc., is handling only the tea ad- 
vertising in Canada, while noodle 
soup advertising is directed by 
lickers & Benson Ltd., of this city. 
In order to avoid any embar- 
assment between ourselves and 
he above mentioned agencies, we 
ill greatly appreciate it if you 
Will please print a correction of 
your misstatement concerning our 
anadian advertising. 
C. E. KING, 

Advertising Manager, Thomas 

J. Lipton Ltd., Toronto, Can. 

a a 


Hopes for ‘Salesense’ 
in Booklet Form 


To the Editor: Your series en- 
itled “Salesense in Advertising,” 
by James D. Woolf, is a most in- 
‘resting feature. I read it always, 
ind have been clipping the ar- 
icles and filing them for further 
eltention. 

I hopefully assume you plan to 
rollect them into a booklet. If so, | 
yiease put me on the list for a 
opy 


MarK REARDON, 
Maxon, Inc., Syracuse, N. 'Y. 
vv 


or Subscribers Only 


To the Editor: On Page 79 of 
“e Oct. 20 issue of ADVERTISING 
ACE there is a reproduction of an 
‘a by Melamed-Hobbs, Inc. 

The caption says that the ad 
"as made by using photos picked 
‘on, a stock catalog. I thought 
‘ou might be interested to know 
Nat these photos were purchased 
from us and that Eye*Catchers is 
ot a stock photo house, but more 
‘ke the book of the month clubs. 

In other words, our photos are 


Advertising Age, November 10, 1947 


not available to just anybody, but 
rather to regular subscribers only. 

We have been advertisers in 
your publication ever since we 
were born and have gotten very 
good results. And it hurts us a 
little bit to be called a stock photo 
house. 

M. L. MATTEY, 
General Manager, Eye*Catch- 
ers, Inc., New York. 
, FF 


Ad-libber Inspires NAM 


To the Editor: May I express 
our sincere appreciation for the 
kind words said about NAM’s 
pamphleteering work in your Ad- 
libbing column of Oct. 6. 

We still think that we have a 
long way to go and much to learn 
about the art of pamphleteering 
and your generous comments will 
serve as an inspiration to all of 
us—particularly to Tommy Wolff, 
who heads our literature depart- 


|ment—to do an even better job 


as time goes on. 

HOLCOMBE PARKES, 
Vice-President in Charge of 
Public Relations, National As- 
sociation of Manufacturers, 
New York. 


_ @ 2 
Response Bears Out 
Creative Man’s Choice 

To the Editor: Certainly we 
would be remiss if we did not| 
acknowledge the Creative Man’s 


fer of some use-suggestions for 

‘our new Dole crushed pineapple | fF Er aree pee: 
;pack. Up to now we have re-) > ae 
ceived requests for same totaling | 


| 

| 12 times as many as the presum- | 

‘ably adequate quantity we had | fraphic 
/ prepared for the job. 


This is one of the reasons most 


|of the advertising managers you 
| know are prematurely gray PHOTO t 1 a 
haired—if they have any hair at S  panebiaiineh dthdtiiiaaanies 
all. FIDELITY OF REPRODUCTION 4 


notice of our “Pineapple Party | KEN BOUCHER, s PERSONALIZED SERWICE 


Platter” advertisement, as _ per, Advertising Manager, Hawai- 


your Oct. 20 issue. It is mighty | 


satisfying to have this type of un-| 


prejudiced recognition. 

You might be _ interested to 
know that we are getting some 
tangible evidence of (a) the sane 
counsel of our advertising agency, 
N. W. Ayer & Son, and (b) the 
effective approach to sales pro- 
motion indulged in by our new 
home economics department. Just 


recently we released a limited of- | 


216 WES? ONTARIO STREET CHICAGO 19 iLL 


ian Pineapple Company, San BS Sin ce 


. E sup. 4314 
Francisco. 
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| 
MIDWEST BINDERY Y _Comtete Assombtng, 


549 W. WASHINGTON © CHICAGO Pasting, Collating, etc. for 
RANDOLPH 3696 - SALES PORTFOLIOS 


AWD CP e ee ea ST Pe eS eae eT ee 


Represented Nationally by 
THE KATZ AGENCY, INC. 


PORTRAIT OF A MARKET 


It’s the people who make a market 

You can’t meet all 600,000 of 
them in the Nashville market area, 
but we’ll introduce you to a typical 
one you'd like to sell. She’s married 
and has two children who wear lots 
of clothes and eat too much (she 
says) ... She spends the bulk of the 
family income (over $356,000,000 in 
retail sales a year) and she buys by 
brand . . . Why not tell her about 
yours with a sales-building message 
—at reasonable cost — via WSIX. 


AMERICAN 


o 
MUTUAL 
a ———— TENNESSEE | 
Hitt aT IRR Tal 5,000 W. 
HHI AHHH 980 KC 


WSIX gives you all three: Market, Coverage, Economy 
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Music Group Names Units. 

American Music Conference, 
Chicago, has set up a public rela- | 
tions committee composed of. 


Robert H. Helfrick, Elkhart, Ind., 


representing the Band Instrument | 


Manufacturers Association, and 
E. R. McDuff, Detroit, for the Na- 
tional Association of Music Mer- 
chants. A new AMC executive 
committee includes Robert A. Hill, 
East Rochester, N. Y., represent- 


ing the National Piano Manufac- | 


turers Association, and Max Targ, 
Chicago, for the National Associa- 
tion of Musical Merchandise 
Wholesalers. 


“PREFERENCES in 
INDUSTRIAL LITERATURE” 


EDWARD STERN & C0. Ne 


Printecs: Since 18 7 


pers YORK « enancie 


WaASHINGTON—Department store|cities were hurt by a trucking | 


sales in the week ending Oct. 25|strike a year ago. Houston also 
were 7% ahead of dollar volume | showed a 41% gain for the week. 
in the corresponding week of 1946,; The Cleveland (fourth), Atlanta 
Federal Reserve Board figures | (sixth) and St. Louis (eighth) 
show. /areas showed no gain for the 
For the first three quarters this | week, and the Boston (first) area 
year they were 7% ahead of the|had a 3% sales decline, including 
same nine months last year. In,an 11% loss in New Haven. 
July sales were 5% ahead of July,| For September, the greatest 
1946; in August sales were down | gains over the same month in 
6% from August, 1946; in Sep-| 1946 were a 21% gain in the 
tember they were up 7% from | /Cleveland area and a 48% gain 
the same month a year ago. ‘for Pittsburgh department stores. 
| In the first week of October, | All districts showed year-to-year | 
|sales were up 18% over the cor- | gains for the three quarters. Low- 
|responding 1946 week, hitting a | 


|and sixth reserve districts. 


Converting the facilities of gigantic Camp Forrest to 


peace-time use, 


national fame for its post-w 


industries. including such 
and bats. and bedspreads, 
veloped rapidly. Growth 


new prosperity. 


portant industrial resources, backed by general farming. 


Coffee 
Nashville trading area 


is one of the thirty 


NASHVILLE CITY ZONE 
NASHVILLE MARKET 


[NASHVILLE 


;. Hub of a 8600,000.000 


Coffee County, 


Coal, timber, and TVA power are im- 


the 


Nashville's two great newspapers. 


POPULATION 


-DEPARTMENT . ane? 

SALES INDEX — Federal Reserve Jan.- Mo. Oct. 

district and city Sept. Sept. 25 

1935-39 EQUALS 100 

9° UNITED STATES. 7 12 7 

Boston District... . S 14 —3 
Week to Oct. 25, ’47* . p307 New Haven .... ee ae |) 
Week to Oct. 18, ’47*. . 298 Boston comers’ S 8 —4 
||] Week to Oct. 26, 46". .287 oe ae ae 
| , ste “eeee » —— 
| se gage ata fl a New York District. S 19 30 
“9 ~ POOWOEE. 5 ci ccedes 3 17 41 

o o ug., Lo) Peer re & 17 16 

Beenth f Aug., ’47.. .282 | Buffal 7 

| New Fork 2.003 Ss 22 34 

“®Not adjusted seasonally, | Rochester ....... ‘ 12 9 
pPreliminary. | MPTACUSG ...6-55 S 5 —3 
% We | Philadelphia Dist.. 10 14 3 
| Escocociee Philadelphia .... 10 12 3 
| - | Cleveland District. 9 21 0 
high for the year of 327 on the; Akron .......... a eae 
: ameetl «2... r 3 
index based on 1935-39 averages.) Gieveland . 4 4 
The index fell slightly below 300; columbus ....... t 7 8 
for the week ending Oct. 18, and| Toledo bere 8 Se 
ae ‘ a “oO of Pittsburgh ..... 10 48 —6 
ry eam or 3% 10 | Richmond District. 3 5 2 
he out 307. Washington 2 10 5 
| PRTCIMIOTS occ ess 2 4 —2 
4th Area 9-Mo. Leader Atlanta District... 3 3 0 
The New York (second) reserve —— Girt is 4 “3 
|district had the greatest gain) ) aaa... >. er 
(30%) for the Oct. 20-25 period, | New Orleans... 7 3 4 
led by Newark’s 41% gain and|_ Nashville ....... sn eo -3 
New York’s 34% increase — both weno ees S + ; 
ee ee 9 3 5 

' reflecting the fact that the two! Indianapolis .... { 9 2 
a, 11 20 8 

Milwaukee ..... D 10 5 

St. Louis District. . 6 12 0 

, Little Rock..... ——2 5 —4 

. Louisville ...... 10 18 15 

ee PO rer ee 7 14 —3 

MeGmpmis ...66%.. 1 l —-4 

Minneapolis Dist... 11 13 * 

Minneapolis 5 1 ° 

‘ ee | eee 13 12 ° 

Market : Duluth-Superior, 12 18 * 

- Kansas City Dist.. 7 12 12 

EPOMVOP. ons ivctcs 10 12 17 

i re —3 4 7 

Kansas City .... 7 11 11 

St. Joseph ...... 7 11 10 

Oklahoma City.. 3 11 7 

Aree re 4 13 7 

Dallas District.... t > 12 

lS Se eee -1 —1 0 

Fort Worth..... 6 7 12 

BROURTOR 2. cceucs 6 5 41 


San Antonio 3 
San Francisco Dist. 6 4 3 
Los Angeles Area 7 D , 


Oakland 
San Francisco... 3 6 4 
Portiand ........ 10 12 17 
Salt Lake City.. 7 6 22 
ae 4 > 0 
. Not available 

Starts Ist Drive 


Mackie-Lovejoy Mfg. Company, 
Chicago, has launched its first na- 
tional campaign for its line of Set- 
well trouser and skirt hangers, 
with a 12-month schedule in Bet- 
ter Homes & Gardens and The 
Saturday Evening Post. Business 
papers, direct mail and dealer tie- 
ins also will be used. C. J. Ollen- 
dorf Advertising handles the ac- 
count. 


Tennessee, has gained 
Old established 
products as shoes, baseballs 


ar progress. 


are being added to and de- 
in population has brought 


Readies Sales Diary 
B. C. Forbes & Sons Publishing 


-six counties comprising the Company, New York, has pre- 
rich market blanketed by pared a _ 132-page vest-pocket 
. ‘ ; “Salesman’s Diary” for 1948, fea- 


turing brief daily sales advice in 
the form of “pep pellets.” The 
diary, in two different bindings, 
is being made available to both 
single and quantity purchasers. 


POPULATION..... 206,505 
920,843 


Bridge Gets Ajax 


EVENING 


Represented by Th 


ashville Banner ‘The Nashville Tennesseatt 


NEWSPAPER PRINTING CORPORATION, ACENT 


Harry P. Bridge Company, Phil- 
adelphia, has been appointed to! 
handle the account of Ajax Elec- 
tric Company, Philadelphia, man- 
ufacturer of salt bath heat-treat- 
ing furnaces. Business papers and 


MORNING SUNDAY 


e Branham 


ainda. 


Company. 


direct mail will be used. 


| 
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Maguire Heads 


N.Y. Commerce; 


| 
| 


Federal Reserve Figures on  Becantcent Store Sales Plans Expansion 


New YorK—Mayor William 
O’Dwyer, in an address before the 
25th anniversary luncheon of the 
New York Better Business Bureau, 
revealed that Edward C. Maguire, 
former director of the division of 
labor relations, will be the new 
Commissioner of Commerce. The 


| department will work out a new 


'and expanded plan for develop- 
ment of New York City’s com- 
mercial possibilities. 

The mayor said he had asked 
the new official ‘to invite the best 
brains of this city, the No. 1 rep- 
resentatives of industry, to work 


est were 3% increases in the fifth | with him either as deputy com- 


| missioners or as a business com- 


Yr.-to-Yr. % Change | | mittee that will serve the mu- 
Wk. to nicipal government 


in a com- 
pletely new program for the De- 
partment of Commerce. 

“His instructions are to develop 
with these top-rank leaders a plan 


|that will actively help the com- 
|merce of this city in which are 


| 


|located the home offices of the 


world’s largest industries. For a 
_ happy and prosperous city we 


_ must have the triple cooperation 


of business, 
ment.” 

Mr. O’Dwyer said he hoped that 
the Better Business Bureau would | 
expand its activities to cover 
every field of American business 
—local, national and international. 

Other speakers at the celebra- | 
tion, who paid tribute to the bu- 
reau, were Mrs. Ogden Reid,| 
president of the New York Herald 


labor and govern- 


'Tribune, and Bernard F. Gimbel, 
president of Gimbel Brothers, Inc. 


Fifty-eight companies which | 


had been associated with the Bet- | 


iter Business Bureau for 20 years, 


or more were awarded sen 
certificates at the luncheon, 


| Sheldon R. Coons, president of pic 
| bureau. 


Promotes Guasti Wines 


Fruit Industries Ltd., California | 


winery, through Schoenfeld, Huber 
& Green, Chicago, has launched a 
newspaper campaign in the met- 


ropolitan area of New York for | 
Newspapers to be} 


Guasti wines. 
used include the New York News, 
Times and World-Telegram, and 
the Westchester group of dailies. 


Earle Joins Zinser 


S. Edwin Earle, until recently 
personnel adviser to the majority 
policy committee of the U. S. Sen- 
ate, has been appointed director of 
the newly organized men’s place- 


/ment department of Zinser Per- 


sonnel Service, Chicago. 
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NBC Transfers Lasley 


David Lasley, advertising and 
‘promotion manager of Station 
KPO and NBC, San Francisco, 
has been appointed to the same 
position of the NBC central divyj- 
sion, Chicago, succeeding Emmons 
Carlson, who has retired. Harold 
A. Smith, assistant manager of 
the department, has been named 
promotion manager of Station 
WMAQ, Chicago. He will be in 
charge of all local promotion, but 
will report to Mr. Lasley. 


Four Join ABP 

Associated Business Papers has 
added the following publications 
to its membership: Airports, Haire 
Publishing Company, New York: 
American Lumberman & Building 
Products Merchandiser, Chicago: 
Glass Industry, Ogden Publishing 
Company, New York, and Office 
Management & Equipment, An- 
drew Geyer, Inc., New York. 


To Promote New Shoe 


The Friedman - Shelby division 
of International Shoe Company, 
St. Louis, has appointed Glee R. 
Stocker & Associates to handle ad- 
vertising of Grace Walker shoes, 
a new line of women’s footwear. 
Grace Walkers will be introduced 
next spring with a campaign in 
Charm, Ladies’ Home _ Journal, 
Mademoiselle, McCall’s and Pho- 
toplay, and stores will be supplied 
with display cards, newspaper 
mats, spot radio recordings and 
other material. 


“Bride’s’ Names Murphy 
| Bride’s Magazine, New York, 
has appointed Helen E. Murphy 
formerly business manager, an as 
|sociate editor. Miss Murphy bas 
'been with the magazine since it 
was established in 1934. Previ- 
ously she and Wells Drorbaugh, 
’| Bride’s publisher, were with the 
advertising staff of Conde Nast 
| publications. 


SALISBURY 


| NORTH CAROLINA 
PER CAPITA 


: MARE 


| “1 ‘STATE 


um eeauD | “ 
PREFERENCE SURVEY | 


POST 


Evening and Sunday Morning 
. i SALISBURY, N. rusd a 
| | WARD*GRIFFITH CO., Representatives 
| 
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Hope Does It 
Again; Leads 
H ooper Parade 


New York—In first place again 


of |on the Hooper report is Bob (Pep- | 
1ed sodent) Hope, whose NBC show | 
1on scored 23.2. Second on the Oct. 30 
“a list is Fred Allen (NBC), Stand- | 


ard Brands’ comedian, who gained | 
6.3 to rate 23.2. 

Close on their heels were Fibber 
| McGee and Molly, whose NBC ses- 


n ; : 
a ‘sion is sponsored by S. C. John- 
‘ire son & Son, with a score of 22.9. 
rk: Others on the list: 
ing | Charlie McCarthy (Chase & 
go: IE: SENS ovo 6,404.00 4.4 Hees 22.1 
rab Radio Theater (Lux), CBS. .. $8.0 
Ing | Walter Winchell (Jergens), ABC 20.3 
ice Jack Benny (Lucky Strike), NBC 20.0 
\n- | Al Jolson (Kraft), NBC........ 19.6 
Amos ’n’ Andy (Rinso), NBC... 19.6 
WRIGHT? RIGHT!—This 15-story re- fred Skelton (Raleigh), NBC... 19.4 
search center designed by Frank Lloyd | Bandwagon (Fitch), NBC...... 18.0 
Wright will be erected by S. C. John- | Mr. D. A. (Bristol-Myers), NBC. 17.3 


son & Son in Racine, Wis. Burns and Allen (Maxwell), 


10n _ 
ny i) ore steerer ree eee St ee 15.9 
Pp My Friend Irma (Swan), CBS.. 15.7 
h W Truth or Consequences (Duz), 
onnson ax “ier oeppernaionns 15.2 


” | Burns and Allen moved into 
ie) Get Circular ‘| the ranks of the top Hooper scor- 
. ers for the first time this season. 

esear ch Center Notable performer absent from 

RACINE, Wis.—Nine years ago the top 15 is Philco’s Bing Crosby, 
k C. Johnson & Son built an ad-| Who was in 14th place on Oct. 15. 
ninistration building supported by| Average sets-in-use, 27.9, was 
sushroom - shaped pillars, de-|UP -4 over the last report and 
igned by the iconoclastic archi- | 40°Wn 1.8 from a year ago. 


ect, Frank Lloyd Wright. It still | 
reates much talk. /_McCARTHY FIRST 


The wax company has now | ON PULSE LIST 
roken ground for another Wright-| New York — Charlie McCarthy 
esigned edifice—and it, too, is| (NBC), who works for Standard | 
nore or less edifying. Built to| Brands, topped the list of radio 
suse Johnson’s expanding wax favorites during September and | 
ugh, esearch department, it will be a October with a rating of 18.2, ac- 
the™g.6-foot glass-and-brick stack sup- | cording to Pulse, Inc. 

Nasi[/orted by a circular masonry This report covers listening in 
tem. Its 15 floors will be con-|New York, Philadelphia, Boston 
rected to the stem. and Chicago. Only programs on 
The floors will be circular, 38|the air during both months were 
eet in diameter, and the walls will | considered. 

’ glass curtains. Each level will | Lux Radio Theater (CBS) rated 
e “brilliant with sunlight in second with 18.1, followed by 
very part” and air-conditioned, | Bristol-Myers’ “Mr. District At- 
lated and serviced from the cen- | torney” (NBC), with 16.5. 
ral shaft. Average quarter hour sets-in- 
In addition, new two and three- use rose slightly—22.6—over the 
tory buildings designed by Mr. last bi-monthly figure of 21.2. 
Wright will be built near the Others among the top 10 for 
wer to house Johnson’s technical evening shows: 

tvice, pilot plant, advertising, | Walter Winchell (Jergens), 7 
hotographic and consumer O0t-| suspense (oma), Cl8......... 12.3 
ation departments. They will pro-| Hit Parade (Lucky Strike), NBC 11.8 
ide larger, centralized offices for | Inner Sanctum (Bromo-Seltzer), a 
e staffs of these and the sales 4) J\jeon (ratty, NC... 115 
partment, now somewhat scat- Break the Bank (Bristol-Myers), | 
fred in other buildings here. FO Si OC ee Peer reer 11.0 | 


has 
e i 
evl- 


| Truth or Consequences (P&G), 
Utilitarian Throughout GPS tor St Se > ER Snare 10.8 | 


| The daytime leaders: | 
The advertising staff will be! Breakfast Club (Philco, Swift, 


used in a wing of one building. Toni), a TrTe ‘ an eveeeecs et 
: tosemary WORT), Ces « cece 4) 
will have separate offices for Arthur Godfrey (Chesterfield), 
me ad executives, conference; CBS ..............ccceeeeues 6.1 
ms and the like. The photo- | Helen Trent (Kolynos), CBS.... 6.1} 
aphie department will have one | rt al cae Ce <a e4 
the most modern labaratories in | yj, perkins (Oxydol), CBS..... 6.5 | 


* U.S. The consumer educa-| Young Doctor Malone (P&G), 
n department, of which Honore | oo er eT ere ey ere ee Le eee “4 


Bri ‘ s . Aunt Jenny (Spry), CBS....... 5.5 
Brien is director, will have large My Tr ah Story v Libby), ABC 


ace for displays, demonstra- NBC, which usually manages to | 
ns, lectures and experimenta-| make a showing on most radio lis- | 
- ‘tening reports, is conspicuous by | 
The tower will be equipped with | its absence in this lineup, which | 
‘vision and FM reception equip- is topheavy with Columbia soap- | 
‘nt to permit the advertising de-' ers. 
‘ment to keep constant check | 


use of these media by other | Set Up New Agency 


vertisers. 
The buildi : = Bennett - Evans Company, new | 
eted with ie" dings will be com agency established in the Chat- | 
net sg Mag gee Company |ham building, 302 S. College St., 
r men to that they do| Charlotte, N. C., has become af- 
now what the cost will ‘be. | filiated with Bennett- Advertising, 
‘son will pay on a cost-plus!High Point, N. C. Heading the| 
rangement. agency is Thomas C. Evans, who) 
- | resigned recently as vice-president 
? 'and general merchandising man- 
ticers Advanced ager of Ed Mellon Company, Char- 
PRY ‘lotte. Associated with him is his 
‘ig * Caatl president and pub- son, Thomas T. Evans, who has 
ee Maar of te let ne served as an account executive 
ns an : , 
tide, Morfsik, Va. hes been with the Bennett agency. 


Fcle) chairman of the board as . 
‘ll as publisher. Thomas w. Reilly Names Mrs. Hanes | 
“ne has been advanced from; Mrs. Olive Hanes, who broad- 
“-bresident and treasurer to | casts a “Food Fair” program on| 
“Sident and general manager| WEEI, Boston, has been appointed | 
+ P. Bernard Young Jr. has| space buyer of J. M. Reilly Com-. 
named _ secretary-treasurer| pany, Boston. She also is time, 
* editor-in-chief. |'buyer for the agency. | 


), Wi. 


When you see advertisements for the same concerns— 


large ones, medium-sized, and small—published regularly in 
Our Sunday Visitor and The Register it is a SURE SIGN that 


these advertisers are getting profitable results. 


When you elect to reach these 1,300,000 larger-than- 
average families through the pages they turn to every week 
with respect, confidence and affection, you can rest assured 


that you have rightly read the 


e Bi 
sign 


Cc. D. BERTOLET & CO., INC. 


Advertising Representatives 


paAeSne reueceede 


30 N. Dearborn St., 


CENtra!l 0481 


wD alae e888 Seon veaeg 
110 E. 42nd, Rm. 803, Lex. 


for successful returns. 


2-6176 
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FAIRCHILD BUSINESS PAPERS—THE HEART OF THE BUSINESS NEWS 


The Symbol Behind This Structure 


This new Fairchild Building is far more than mere steel 
and stone...more than brick and mortar...even more than 
the costly machinery already installed and in action. This 
building is the symbol of faithful news service for more 
than 57 years. 


This growth is the result of a single undeviating purpose— 
to bring the news, all the business news in the fields we 
cover, to our readership. To bring it fast, while it is still hot 
news, and while there is still time for our readers to do 
something about it. 


And that takes a lot of doing... a lot of space...a lot of 


WOMEN’S WEAR DAILY DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


machinery ...a lot of wire and wireless contact all over the 
world...and more important, a lot of people who know 
their business, who know news when they see it, who 
know how to track it down and evaluate it and shoot it 
along to our 117,079 subscribers. 


We need that structure to maintain our reputation for 
comprehensive news coverage and high speed publishing 
...to keep our gears meshed to the modern tempo of 
business...to keep our fingers on the national and inter- 
national pulse and its significant implications to business. 


Fairchild, a big publishing business... keeps pace with an 
ever-growing industry, because it caters to big business. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3,N.Y. Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 


MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 


Advertising 
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PHOTOGRAPHIC REVIEW 


heel ROEOe 

. eat 

nett 
FC MICKEN 


Cusick Feugon 
cae OR TRALIGSE 9 
% STORRS 


oa st 
re Quek: ranger 


cute 


couni® 


\ acmiokea 


<aswee® eevee 


PPETIZERS—New four-color picture cartons are now being used by the Birds 

fye-Snider division of the General Foods Corp., New York, for quick frozen 

rying chicken and roasting chicken. The third package (center) for "fowl for 
fricassee"’ will soon appear on the market. 


KY KING BIRTHDAY—ABC's juvenile drama, "Sky King," sponsored by Derby 

vods, Chicago, for Peter Pan peanut butter, celebrated its first birthday with 

broadcast at the Shriners Hospital for Crippled Children, Chicago. Around 

he cake are (left to right) Tom Clark, ABC account executive; Bill Collins, 

hilip White and Chris Ford, Needham, Louis & Brorby executives, and Roy 
Engel, Sky King himself. 


ALES EXECS LEARN HOW—Division sales managers and sales and advertis- 
9 executives of Apex Electrical Mfg. Co. spent a day learning how to operate 
® new Apex Fold-a-matic ironer during a week-long sales conference in Cleve- 
‘d. Concentrating on the job here are (left row, front to rear): J. C. Thomas, 
‘anta, and H. F. Koether, Chicago, division sales managers, C. D. Thomas, 
'ector of sales training, and Frank S. Ryan, advertising and sales promotion 
anager. Right row (front to rear): L. D. Stull, San Francisco; C. W. Rexford, 
tveland, and Kamel Hassan, Amherst, Mass., division sales managers, and 
A. C.. Scott, vice-president in charge of sales. 


AUDITION—William S. Paley, left, 
CBS board chairman, went along when 
B. F. Few, vice-president of Liggett & 
Myers Tobacco Co., visited Arthur 
Godfrey during his I! a. m. Chester- 
field show. After the broadcast the 
Great Godfrey played a couple of 
tunes for his sponsor and Mr. Paley. 


GIFT PACKAGE—Roma Wine Co., 

Fresno, Cal., is promoting its cham- 

pagne with this new translucent em- 

erald green plastic bucket, designed by 

Roma and produced by Cruver Mfg. 

Co., whose entire output of the item 
is going to the wine company. 
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BOWLES AT AMA—Chester Bowles, right, former OPA administrator, was 

speaker at a meeting of the New York chapter, American Marketing Association, 

Oct. 24. His partner at the head table is Donald E. West, McCall Corp., 
president of the chapter. 


SAVE MEAT! SAVEWAEAT! 
SAVE Tue Peace! 


OUTDOOR MESSAGE—This 24-sheet poster in support of the food conserva- 


tion campaign, via J. Walter Thompson and Foote, Cone & Belding, will ap- 


pear soon on 24,000 panels contributed by the outdoor advertising industry. 
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MODEST MODESTO—The Modesto, Cal., Advertising & Sales Club brags of 
being not only the newest member club of the Advertising Association of the 
West, but also the smallest. 1. T. Dickinson, president of the club, is shown 
here receiving the official charter from Howard Smith, president of the Stockton 
Adclub. Standing by is Robert Franklin, vice-president of Region 4 of AAW. 
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Garments made from wool processed by Kroy wit 
not shrink below knitted size after repeated washings — 
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TIE-IN—Kroy Wool-Processors, Lowell, Mass., ran this full-color spread in the Nov. | Saturday Evening Post, announcing 


a new process that prevents wool shrinkage. Three brands of socks employing the process—Interwoven, Phoenix and Sarfert 
—used ad copy in the seme SEP issue. 
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McElroy Appointed 


Charles T. McElroy, former 
vice-president of Cramer-Krasselt 
Company, has been appointed ex- 
ecutive director of the Wisconsin 
Apparel Manufacturers, 
kee. 
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HOLLYWOOD 
is a Big, SEPARATE 


MARKET 
RETAIL SALES VOLUME 


(Trading Area — 1946) 


$826,287,978 


~ KAISER 


. and 345 other 
national advertisers 


COVER 
HOLLYWOOD 


with the 
HOLLYWOOD 


Citizen-News 


AND ADVERTISER 
HOLLYWOOD, CALIFORNIA 


| Representatives 


STORY, BROOKS & FINLEY, INC. 


'taled $446,147,392. 
| figure was 0.6% below the total of 
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Merry Christmas 


Seen as Industry 


Milwau- | 


Profits Rise 42% 


Movies and Foods Off, 
but Others Prosper; 
Some Drugs Decline 


NEw YorK— The evidence of 
national income for 1947 con- 


| 
| 
| 
| 
| 
} 
| 


tinues to make things tough for | 


| the prophets of doom. 


Earnings of 149 major com- 
panies in the third quarter, the 
Wall Street Journal reports, 


these companies for the second 
quarter, it was 42% higher than 
for the third quarter of 1946. 


to- 
Although this | 


Of 15 industrial classifications, | 


only two—amusements and movies 


and foods—had smaller earnings | 
in the third quarter of thi$ year | 
than in the same period of 1946.) 
Five amusement and movie con-| 


cerns were down an average of 


| 28% and 11 food companies down 
| 3%. 


On the other hand, earnings of | 


11 electrical equipment and sup- 
| ply companies rose 165%; seven 


54%: 


auto and equipment concerns 
gained 127%, and six railway 
equipment firms gained 97%. 


Other Sectors Gain 

Other increases were: Pulp and 
paper products, 80%; petroleum, 
70%; coal, 63%; office equipment, 
mining and metals, 


plant here imperative. 


The Container Corp. of America one 
of the world's largest manufacturers 
of paper boxes has just completed 
their Greensboro plant, the com- 
pany’'s first and only expansion in 8 
years. A huge demand for Contain- 
er products in this area, and the in- 
creasing importance of Greensboro 
as a manufacturing and distributing 
center made the location of the 


F. B. Bruce 
‘Plant Manager 


e. bh i 


ty 


The tremendous financial expansion, 
diversified industrial, and agricul- 
tural activity 
GREENSBORO MARKET is vividly 
shown in the $290,642,000* total re- 
tail sales in the A. B. C. Trading 
Zone, and the $116,513,000* Coun- 
retail 
matched by only ONE other market 
in the TWO Carolinas. 


*1947 Sales Management Figures. 


in the GROWING 


sales ...a golden area 


ET RE XE OSES OP LEI 


29% 5 | ($14,012,370 to $213,217,476. 


| both years, however, 


|noted a decline 
4 from $533,436 


| first nine months of 1947. 


| 238 in the first half of 1947 as 
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WINDOW WINNER—Philadelphia Electric Co. won the Bendix nationwide 


window display contest for dealers with 


the 1,000,000th Bendi 


this design built around a replica of 
x automatic washer. 


textiles, 22%; building materials | 
and equipment and machinery 


and tools, both 18%; chemicals 
and drugs, 10%, and iron and) 
steel, 0.4%. 


Because most leading distillers | 
have not yet reported third-quar- | 
ter earnings, data on this industry 
were not included. 

Leading the profit procession is 
General Motors, world’s largest 
manufacturing company, with a 
sales increase from $1,117,600,506 
in the first nine months of 1946 to 
$2,687,519,266 in the first nine 
months of 1947. In the same 
period, GM’s net income rose from 
GM 
| was strike-bound in the early part | 
|of 1946. For the third quarter of | 
its net in- 
come more than doubled, from 
$33,816,460 to $75,658,274. 


Drug Earnings Lower 


companies as a group showed a 
10% gain in earnings for the third 
quarter, from a year ago, they 


i | were down 2% in the third quar- 


ter from the second quarter of this 
year. 


Some current reports of indi- 


| vidual drug companies run heav- 
t |ily on the earnings decline side. | 
4 |R. B. Semler, Inc., distributor of | 


Kreml hair tonic and shampoo, 
in net earnings 
in the first nine 
months of 1946 to $20,242 in the| 
Net | 
earnings of E. R. Squibb & Sons) 


| for the September quarter dropped | 
\from $858,408 to $318,640. 
|ing Drug, which reports semi-an- | 


Sterl- | 


nually, had a net profit of $7,083,- 


against $7,520,661 in the first half 


‘of 1946. 


The drug people point out that 
their profits since prewar have | 
risen less than have those of other | 
industries, because they have| 


line. A recent study by the Na- 


tional Association of Chain wrod | 


Stores showed that retail drug) 
prices 
only 3.11% 
of 59% for other consumer items. 


Adds Three Accounts 


Kemmerrer, Inc., Hollywood, 


has been named to handle the ad- | 


vertising of Wright Products 
Company, Los Angeles, 
tive accessory manufacturer; 
Webb Home Supply, Inglewood, 
furniture and furnishings, and 
Pelton Mfg. Company, Diamond 
Springs, maker of Cleen-Dry vac- 
uum soap dishes and other prod- 
ucts. 


| Promotes Peskin 


Lawrence Peskin, associated 
| with Marschalk & Pratt Company, 
|New York, has been appointed 
| production manager of the agency. 
Ba was formerly with Wortman, 

Barton & Goold, Inc., New York. 


41,700,000 dwelling units 
United States were owner-occu- | 


taken the lead in holding the price | 


in this period had risen | 
as against an average | 


automo- | 


Majority of Homes 
Owner-Occupied, 
Census Reports 


WasHINGTON—Nearly 55% of the 
in the 


pied in April, 1947, the Census 


Bureau reported last week. The} 


proportion of 
has increased from 44% in 1940. 

The sample survey, based on 
30,000 households in 148 sample 


areas, indicated that two-thirds of | 
\the dwellings had all of the fol- 
‘lowing facilities: 


and running water; flush toilet; 
bathtub or shower, and installed 
cooking facilities. 

It showed only 327,000 dwell- 
ing units offered for rent and only 


an additional 112,000 for sale dur- | 
ing April. 
Although 15 chemical and drug |* 


About a fourth of the dwelling 
units contained five or more per- | 
sons. One-person households were 
7% of the total; 2-person house- 
holds 27%; 3-person households 
23%, and 4-person households 19%. 

Among the data on “state of 
repair’; 90% were in “good con- 
\dition”. Of the 41,700,000 units, 
27,300,000 contained private bath | 


owner-occupancy | 


electric lighting | 


land flush toilet. About 20,000,000 
had central heating. Nine out of 
'10 had electric lighting, and 93% 
/had installed cooking facilities. 

| Full details for urban, rural and 
rural-nonfarm homes are given 
in Series P-70, No. 1, available 
from the Census Bureau. 


Two Join Lazarus 

Fil Mandl, formerly production 
manager of Mandel Brothers and 
account executive of Ivan Hill, 
Inc., has been appointed produc- 
tion manager and assistant account 
|executive of Harry J. Lazarus & 
Co., Chicago agency. Marjorie 
Anderson, formerly on the sales 
promotion staff of Wieboldt’s de- 
partment store, has been named 
publicity director. 


Grater to Hanly, Hicks 


Harold L. Grafer, recently with 
Emerson Drug Company, Balti- 
more, as executive vice-president, 
| has joined the merchandising staff 
of Hanly, Hicks & Montgomery, 
|New York. 


Kupper Joins WCCC 


Arnold Kupper, formerly ac- 
count executive with Randall 
Company, Hartford, has _ joined 
ithe sales staff of WCCC, Hart- 
| ford’s newest radio station. 


| 
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Kentucky Straight 
Bourbon Whiskey 
90 Proof. This 
Whiskey is 7 Years 
Old. 


GLENMORE DISTILLERIES COMPANY, LOUISVILLE, KY. 


Special holiday 


bottling in limited 


quantities 


If you have question marks 
on your Christmas list, 
buck up pardner! Here's 
the perfect answer from 
old Kentucky—a jugful 
of that great Glenmore 
bourbon. It’s a friendly 
gift, cleverly packaged. 
Available everywhere. 
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000 F’ | 4] B d 

“AGFs 47 Budget 

and 

“Hs $20,000,000, 

~ PParker Ded 

tion (Continued from Page 1) 

and §SMI sessions here last week. Of 

Till, these, about a third were super-| 

luc- # mart operators and their wives, 

unt Bihe rest representing manufac- 

Ss & turers of grocery, drug and re-| 

orie : ; 

ales lated items and of mart equip- 

de. @ment. A large number of agency 

med men representing the manufac- 
turers were also observed at the 
meeting, which represented re- 

| tailers doing $2 billion in volume 

vith annually. 

alti- The convention was also un- 

lent, Musually attractive for its carnival- 

staff Blike exhibit of products by 200 

ery, Bmakers of grocery equipment and 
merchandise. In this respect it 


even outdid the recent retail drug- 
gists’ convention. Thomas Mc- | 
ac- @Mann, Federal Advertising| 


‘abd Agency, New York, handling pub- | 
art. gic relations for SMI here, told | 


AA that anyone taking one 
sample of each food given away 
could eat a total of 27% pounds. | 


New Swanson Label 


Among the outstanding exhibits 
was that by C. A. Swanson &'| 
Sons, Omaha, poultry canner, | 
which showed a new label and 
package for its products. Besides | 
a redesigned label, the new cans, | 
not yet on dealer shelves, have a} 
cellulose acetate cover. This lam- | 
inated covering, developed by E. I. | 
Du Pont de Nemours & Co.’s cello- | 
phane division, permits a brilliant 
coloring not possible on other ma- 
terials, prevents white surfaces | 
from getting dirty, keeps print! 
from smudging and yet can be) 
price-marked. 

H. D. Chickering, promotion | 
supervisor of Du Pont’s cellophane | 
division, who also exhibited the 
Swanson cans, as well as fresh | 
fruits and vegetables covered by | 
the new material, said that Swan- | 
sn had decided to spend money | 
redesigning its packaging that or- | 
dindrily would be spent on dealer | 
display material. | 


New Topps Package 


The decision was based, he said, 
on the knowledge—developed in 
Du Pont surveys of impulse buy- | 
ing—that canned goods are bought 
o. impulse in 45% of purchases | 
in supermarts, and that a large | 
share of most manufacturers’ dis- 
plays are thrown away unused by | 
retailers. 

Procter & Gamble displayed its | 
hew bath-size bar of Camay, and | 
mphasized it is being promoted | 
in 18 magazines, on the radio and | 
In 61 Sunday newspaper supple- 
nents, 

Topps Chewing Gum, Brooklyn, | 
' ‘lowed a new 45-stick take-home | 
backage, which will be shipped | 
eginning today. 

The institute’s own exhibit re-| 
vealed figures showing that 41.6% 


AGENCY 


\ COVERAGE, 


of its members have one or two 
stores, 23.9% have three to five 
stores and 34.5% have six or more 
stores. It also showed that 39% 
do under $1,000,000 in volume a 


Crosley Names 
Vice-Presidents 


CINCINNATI—William P. Robin- 


| shortly. 


Mr. Robinson joined Crosley as 


a time salesman in 1938 and was | 


made program manager of WLW 
a few months ago. Mr. Terry has 


73 


B. Daves Rossell, formerly in the 
research division of Reuben H. 
Donnelley Company, has joined 
the company in an_ executive 
capacity. 


|year; 20% do from $2,000,000 to 


$5,000,000, and 21% do from $5,- 


000,000 to $40,000,000 a year. 


Norman Rabb Reelected 


Reelected. president of the in- 
stitute Tuesday was Norman S. 


Rabb, vice-president, Stop & Shop, | 


Boston. In an opening address 
to members, Mr. Rabb urged su- 
permarket operators to seek new 
methods of cutting prices. 

Later, talking on premiums and 
one-cent sales, he declared that 
“supermarket operators would 
prefer not to be bothered with 
premiums under any conditions.” 
He also spoke of dealer costs in 
handling one-cent sales and pre- 
dicted that they will probably be 


replaced with two-cent or three-| 


cent sales with retailers retaining 
the full price of the deal package 
as their compensation for extra 
costs. 


son and Marshall N. Terry have 
been named vice-presidents of the 
Crosley Broadcasting Corpora- 
ition. Mr. Robinson is program 
| manager and Mr. Terry 


| 
| 


Wm. Robinson 


|gram director of Crosley’s WLW. | 
At the same time Walter Calla- | 


han was made assistant general 
'sales manager of WLW. Neil 
| Smith, acting assistant sales man- 
/ager, will assume a new post 


is pro-| 


been associated with the station 
since 1944. 


Appoints Harry Beaver 


Harry D. Beaver, formerly in 


. _the advertising department of the 
Copy Service Moves |News, Charlotte, N. C., has been 


Advertising Copy Service, Inc.,|appointed advertising and_ sales 


'has moved to larger quarters at|manager of Mecklenburg Furni- 


670 Lexington Ave., New York 22. | ture Shops, Inc., Charlotte. 


540 N. MICHIGAN AVE. 
185 N WABASH AVE. 
410 N. MICHIGAN AVE. 
11] E. DELAWARE ST. 


PHONE WHltehall 5355 


CHICAGO 


, authoritative 
i Milwaukee Jo 


THE INDIANAPOLIS | - 
| STAR'S CONSUMER | 
HANALYSIS—the =| 


Jtype guide for manu- 
xantuens, distributors. 
and agencies in this 
sco 22 


Magazine. 


FIRST IN INDIANA 


THAT SELLS THE INDIANAPOLIS MARKET 


Now you get top circulation . . . 
plus the highest reader interest ever 
displayed in any weekly Indiana pub- 
lication. It's the All-Hoosier feature 
section — The Star's new Sunday 


Printed in full color... 
ed" to every member of the family, 
the Sunday Magazine is a "natural" 
to get your advertisements maximum 
attention. On its tabloid-size pages 
your product has the finest display 


Direct inquiries to Metropolitan Sunday Newspapers, Inc., 
or Kelly-Smith Company, Star national representatives, 
or National Advertising Department, The Stor 


THE INDIANAPOLIS STAR 


possible. And, you can use mono- f 
tone to four colors to increase the 
effectiveness of your presentation. 


Colorful reporting of everything 
that's Hoosier (from fashions and 
recipes to sports and features of 
personalities and places) has boost- 
ed the Sunday Magazine to the "top 
spot" of Sunday reading in Indiana. 
Look it over. It's your best oppor- 
tunity to tell... AND SELL this big 
and important Midwest market. 
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¥ = 

, « y* 
+o hy 

Por” 


ive 
it 
Ae 


ete 


ae 
i 
aad 


ras 
7? 


at 


SINCE 1936 IN TOTAL ADVERTISING LINAGE 


i 


= es 
= a 
ee % 2 
ae 
ee , ne (a 
: ee nei 
ee ee = 
voi 
q E ‘ ee : : a | ; 
| — © a a 
a Marshall Terry SRS OPA AL 
ee ee a 
i 
et aoe se TR RTS MEER Hy A Diag TRANG Se” Sa a ii — a ns ee ha ee ee Some 7 / 
— e oF | 
| \THE INDIANAPOLIS ; | 
. | f - ss > ’ 
ae 7 ) ; | | 
[ 4 5 | 
| L tl & bs | c, 
1 | Af J r ; | 4 7 
} ‘ | eae 
a | ym 
! & ae ig | 
} —_~ _ : * if . 4 ‘ { 
aa | OS a lee | - 
| ; . a 7 * ag * , ,* ory 2 
. a : ae al tag 7 ary — ; ‘ ; ba F 4 a. ata by Pr we Bi _— | Bs a 
) a 3 Raat : \\ a = < “ey E 1s me, i 7 as | | 7 
Res . “ & ud WV ‘ ; tm *s = = = wee V Sais mg = an oh ; , " . ber é, : F : ‘ ~ ; ne 
ba _ QS oy 
ee Race mtn  — a : P rea ee i * . , i d 
OY Fe ee ‘oil 74 ine = ft Paes fT 
mst Ae oe — j aaa Vr Re 
~ iy iY y oe lit Sg aie ; $e “i : % Ce en RP ee , ‘ eS. ei 
we os y tee, | a ee . — x sai. a Be 
S “%; iit. Lie sano | i 
ee. an Pe ae 
, * ee bag | i . 
ie % Fs Ee pi ey wary d F = 
TET O 6 / ia . ‘ hi | m 
ted: 5 Fa Ls | oY — 
ie of ghar a” — - Se ' : ; sj 
a fi Sake othe a 
pe. Sat. SD C7 =a, oe ar } gut 
he Pi y eagles — a ’ | i 
gee ee | 
Sy = es ) te ne “a me : 
‘ae. eg rr ue 
e nae Rone ry £“ “ a « ra ¥ : 
——— - an : = e's 7 - . 
”)6 SEE ™ SS J ; | | 
uN ih ae i : ae o 
\s . _ Write for — : 

j ee I : “ = 
list, ; ° Y " — ‘ 
re’s m et | tA a 

| Ur Pe 
ror i + 7 
7 it. = bi t q 
gfu ” i i 
ore a MS I 
re ‘ 
, | 
idly a 7 TP } st | 
3" : te 4 . bs = * Was 4° ; ? . . 
4 Age | a —— Sor _ 
BD ertisins eS “ie —_ 
‘ a |] ‘ . o , * , ta ; r “a a ¥ | Ls » aoe #% ifs a , a are? = n 3 A P | ; 
4 N d aiketind ‘ Or" Tae % é: 2 eer ed Pe ee Oe ge oe _ 7 = 
2 ape! of M a1, SE. oe ee ; ee i Ne Pe fe oe Agere Meg Sa Ree ee 
pation?! rhew"e, _, cnreas? _. i. @ i: 2 o% SY Pda CS ? . = 
KY, the 100 E om | 
_ Bhs ay ee ¢ ‘ ene 3 : f ; ° F R be - ee ri Min JB i —_ < — = 7 2 : — . ’ v we hae ,e oe ; 


SSS SE 


A 


“| 


74 


Coca-Cola Doubles 
Posters to Depict 


More Coke ‘Uses’ 


(Continued from Page 1) 


conditions,” Mr. Coste said, “that 
we feel it is highly desirable to 
suggest to the consumer the great- 
est possible variety of pleasant oc- 
casions for the use of the product. 
We hope to multiply these sug- 
gestions by a greater variety of 
posters.” 

Coca-Cola, which has been a 
user of outdoor advertising since 
its inception 66 years ago, and is 
now using a larger portion of its 
advertising dollar in this medium 
than any other, has been using 
posters heavily for the past 23 
years, Mr. Coste reminded his 
audience. 


Is Largest Single User 


“Outdoor advertising definitely 
belongs in our picture,’ he con- 
tinued. “We find that the largest 
volume of sales is to people under 
30—vigorous, vital people who are 
going places every day. The out- 
door medium reaches people who 


_ WHY OVERLOOK 


10 BILLION $$$ 


| WORTH « SALES! 


EEE 


’ 


| 
I 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free lolermaliva. 


| are moving about, for work, play 
|and other purposes, and hence 
| provides contact with our primary 
| market under unusually favorable 
conditions. That is why Coca- 
Cola is the largest single user of 
this medium.” 

The more extensive outdoor 
campaign planned for 1948, Mr. 
Coste said, is the result of a 
broadened merchandising pro- 
gram to be undertaken because 
sugar rationing is off and a great 
and successful sales campaign may 
now be carried forward. Posters, 
painted bulletins and spectaculars 
will all be a part of next year’s 
outdoor advertising campaign, 
participated in by the company 
and its 1,054 bottlers. 

“We have won a lot of awards 
for our posters,” he continued, 
“but we don’t build posters just to 
win awards. We believe that good 
posters are a credit to the medium 
and add to the beauty of the land- 
scape.” 


Foreign Operations Expand 


Mr. Coste said that the poster 
activities of Coca-Cola are grow- 
ing by leaps and bounds, not only 
in the United States but in many 
other parts of the world. Coca- 
Cola posters are shown 12 months 
a year in Mexico, and the com- 
pany is creating its own facilities 
there and in other parts of Central 
and South America where they 
are not available. It has also 


showings in Brussels and other | 
European cities. 
be doubled in 1948. 

With reference to costs of ad- 
vertising, Mr. Coste said that it 
took $1.42 in 1947 to buy what $1 
would have purchased in 1941. 

“There is a limit to what the 
advertiser can afford to buy,” he 
added. ‘When the tariff gets too 


dium. There is a demand now 
that you increase plant facilities. 
But don’t build anywhere, and 
thus risk destroying what has been 
accomplished through Traffic 
Audit Bureau, which has estab- 
lished bench marks or yardsticks 
of outdoor advertising values. 
Plant expansion today should con- | 
\ tase to be based on circulation 


500,000 


and coverage. Don’t discount these 
basic values by expedient meth- 
ods. 

“Our job is to build copy that 
people will remember, but yours 
is to put your panels where the 
advertiser will get circulation, 
coverage, repetition and market 
penetration.” 


‘Seven-Second’ Job 


Charles H. Brower, vice-presi- | 
dent in charge of creative services | 
for Batten, Barton, Durstine & Os- | 
born, New York, gave a witty talk | 
on the task of the creative man in | 
building a poster which will break | 
through the distractions which fill | 
the mind of a busy and sometimes | 
not too intelligent housewife. The. 
job must be done, he pointed out, | 
in seven seconds. | 

Mr. Brower suggested that the | 
fact that there are no Hooperat- 
ings or Starch reports on the read- 
ership of posters is a good thing | 
for the creative side of the busi- | 
ness. | 

“This is the one major medium | 
left,” he added, “that hasn’t sold | 
the creative man down the river | 
to the bookkeeper.” 

After pointing out that the 


O 


SPOTLIGHTED—Speakers at the annual 


Association of America were (top row, 


Washington, D. C.; William J. Scripps, 


dvertising Age, November 


convention of the Outdoor Advertising 
left to right) Leonard Trester, GOA, 
publisher, Detroit News (National Com. 


mittee for Traffic Safety); G. W. Kleiser, Foster & Kleiser, San Francisco, and 


R. C. Maxwell, 
O'Mealia Jr., O'Mealia Outdoor Adver 
Jr., John Donnelly & Sons, Boston, and 


R. C. Maxwell Co., Trenton, N. J. 


Bottom row: Harry F. 
tising Co., Jersey City; E. C. Donnelly 
B. W. Robbins, president, General Out- 


P door Advertising Co., Chicago. 


poster can present the product at- | “anced distribution. He added that 


vertising: 
1. It is seen right on the way) 


erected its own panels for poster | 


This effort will | 


high, then we won’t be in the me- | 


More than a half million net paid 
audited circulation works for you in 
the rich Ohio Select List market. 
These 49 home-town dailies offer a 
market where retail sales exceed one 
billion dollars ... only nine 
in the whole nation 
show a greater volume. 


states 


ONE ORDER 
ONE CHECK 


AOS 


et 


wo, 
POHIO SELECT LIST NEWSPAPERS. 


JOHN W. CULLEN CO. 


CHICAGO PUBLISHERS’ REPRESENTATIVE NEW YORK 
» CLEVELAND _ CINCINNATI 
ts Y ont i MORE ete a 


STR 7 


to buy. | 
coverage. 

3. It offers rich, warm colors 
which present the product attrac- 
tively. 

4. It is big, providing oppor- 
| tunity to dramatize the product. 

5. It offers front page visi- 
bility. | 

6. It has longer life than most 
other advertising. 

Its greatest advantage, he con- 
cluded, is that it has no m.b.a.— 
‘“‘manufacturer’s belly ache.” 


West Outlines Needs 


In his talk at an earlier session 
of the convention, reported briefly 
in the Nov. 3 issue, Paul B. West, 

|president of the Association of 
| National Advertisers, offered the 
following as the six needs of the 
outdoor medium: 

1. A uniform standard of meas- 
urement, continued on a _ stable 
basis from year to year. 

2. A proven method of tripar- 
tite supervision. TAB is that in- 


| automobile 


strument. 
so that the job can be finished. 
3. There 


continuing studies like the Ft.) 


be restored and continued. 


|/commensurate with the cost. 

| 5. Public relations responsibil- | 
|ity, administered at the highest | 
level, must be assumed. 

| 6. There is a critical need for | 
a united industry. 

| Referring to the Ft. 
| study, Mr. West pointed out that 
research is not a static thing, but 
cumulative results take on added 
_ value from year to year. 

| Praises Industry Promises 


With reference to over-all ad- 


| vertising costs, Mr. West said that | 


| 4. Service rendered must be | 


is a basic need for | 


Wayne | 


| 


| there is serious concern lest media | 


| price themselves out of the mar-| 


ket. Advertisers are price con- 
|scious as never before, but the 
|speaker indicated his belief that 
|media are to be commended for 
the fact that advertising costs in 
1948 will be only 4.9% greater 
than in 1947. He applauded the 
announcement of General Outdoor 
and others in this field that there 
will be no rate increases next 
year. 

Victor Pelz, director of the TAB, 
presented a slide film analysis of 
the Ft. Wayne study and analyzed 
its significance. He said that the 
study substantiates faith in the 
outdoor medium and demonstrated 
that 


“to get circulation, put panels 


tractively and effectively identify | there have been violent changes 
it, he offered the following as the | in the traffic flow, as the result of 
chief advantages of outdoor ad-| changes in population, 


industrial 
activity, suburban development 
and other factors. In addition, 
registration is the 


2. It provides complete family | highest in history. 


TAB, he said, offers assistance 


to any plant owner in analyzing | 


these changes and making possible 


intelligent distribution of poster | 
Another Ft. Wayne study | 
/is projected for 1948. 


panels. 


NOAB Work Expands 


Joe M. Dawson, of Geyer, 


| Newell & Ganger, who is chairman 


of the National Outdoor Advertis- 
ing Bureau, told the association 
that NOAB now serves over 200 
agencies, places business for 500 
accounts, and this year will bill 
more than $35,000,000 worth of 
outdoor advertising, a 400% in- 
crease over 1943, as compared 
with an industry increase in that 
period of 100%. 

He complained of the fact that 
the outdoor plant owners have 
often failed to deliver more than 
a fraction of the space ordered, 
without having advised the ad- 
vertiser or agent of the situation. 
In addition, he said, some plant 


It needs full support, owners have arbitrarily reduced 


ime the traffic is,” with bal-,the size of showings, while ad- 


vancing the rate. More facts are 
badly needed, he said, to show 
cost per thousand and thus sup- 
port the belief of those who are 
sure that outdoor offers the cheap- 
est medium in existence. He said 
that variations in the size of 
showings for cities of the same 
size have been noted, and urged 
the establishment of uniform prac- 
tices in this regard. 

One session of the convention 
was devoted to a discussion of 
| traffic safety and the contributions 
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of outdoor advertising to this ef-| 
fort. Myles Standish, vice-presi- | 
dent of the association and head | 
of an outdoor plant in Rhode} 
Island, who is chairman of this | 
activity for OAAA, introduced | 
paul H. Blaisdell, executive di- | 
rector of the National Committee | 
for Traffic Safety, and William J. | 
Scripps, publisher of the Detroit | 
News, who directs the public in- 
formation activities of the com- 
mittee. They described the work 
being done in all media in fur- 
therance of reduced traffic acci- 
dents. 


Describes ‘Heritage’ Work 


Mr. Standish attacked the pres- 
ent tendency of the Bureau of 
Roads to attempt to control access | 
to and use of roads built with the | 
aid of federal funds as an en-| 
croachment on the rights of indi-| 
vidual owners to the use of their 
own property. 

Thomas D’Arcy Brophy, head of 
Kenyon & Eckhardt and president | 
of the American Heritage Founda- | 
tion, described the work of this | 
organization in reselling to the) 
American people the basic free- 
doms which they possess, and of 
which the Freedom Train is a 
symbol. 

Another highly dramatized and 
effective session, called ‘Stormy 
Weather,” was chairmaned by Burr 
Robbins, General Outdoor Adver- 
tising Company, who _ presented 
ideas which he said would enable | 
outdoor plant owners to meet the | 
problems of any business reces- | 
sion. All phases of improvement | 
of plants, sales methods and pub- 
lic relations were discussed by 
speakers at this meeting. 

As reported in the Nov. 3 issue, 
all officers of the association were 
reelected, including Henry R. 
Johnston, Reading, Pa., president, 
and Myles Standish, vice-presi- 
dent. 


Lillard to Head 
GF Promotion 


New YorK—Parlin Lillard, who | 
has been with General Foods Cor- | 
poration for the past 10 years 
working in various executive 
sales capacities, has been ap- 
pointed sales promotion manager 
for the General Foods sales di- 
vision. 

The new section will coordinate 
the development of all sales cam- 
paign materials for the field sales | 
ganization, the planning of pre- 
mium promotions, display mate- 
tial and consumer and dealer con- 
tests, as well as business paper 
advertising. 

Upon joining General Foods in 


1937, Mr. Lillard headed the | 
| 


Snow King operations in Mem-'| 
phis. In 1939 he joined the sales 
division in New York and was) 
made western sales manager in) 
1943. Later he became division 
manager in charge of special | 
products and sales activities. 


Household Finance Adds 
Magazines to List 


,{ousehold Finance Corporation, 
Chicago, has added national maga- 
ines to its 1948 advertising sched- 
ule, spearheading the drive with 
The Saturday Evening Post, in 
Which the first of 12 color pages 
Will appear in January. The ad 
Yogram now includes the CBS 
fadio show, “The Whistler,” spot 
‘adio, ear cards, outdoor posters, 
N€wspapers and direct mail. 
_ LeVally, Inc., Chicago, handles 
4€ account. 


WPEN Names Babbitt 


Gil Babbitt, director of special | 
‘vents and publicity of Station | 
WPEN, Philadelphia, has been | 
“amed to the station’s production | 
Nepartment. 


loins Four A’‘s 
. Tucker Wayne & Co., Atlanta, | 
“’S joined the American Associa- | 


Mon of Advertising Agencies. 


‘Forbes'’ Top-50 
List Omits Heads 
of Ad Agencies 


New YorkK—Advertising agency 
executives’ were absent and only 
three “communications” execu- 
tives were included in a list of 
“50 foremost business leaders to- 
day,” honored by Forbes at its 
30th anniversary dinner here. 

The 50 were chosen in a survey 
similar to one conducted by the 


magazine in 1917. Of that orig- | 


inal list only Thomas E. Wilson 
of Wilson & Co., Chicago packer, 
survived in the current rankings. 

The sole publisher on the cur- 
rent list is Henry Robinson Luce 
of Time, Inc. David Sarnoff, RCA 
and NBC, is the only representa- 
tive of radio. A third representa- 
tive of communications is Walter 
S. Gifford, American Telephone & 


‘Maxon Elects V.P.s 


Outdoor Life, New York, will} Donald Wing, account executive 
celebrate its golden anniversary in|in Detroit, and Vinton Hall, ac- 


Telegraph Company. Motion pic- | ‘Outdoor Life’ Nears 50 
tures are represented by Samuel | 


Goldwyn, producer, and Eric A. 


Johnston, Motion Picture Pro- | its January, 1948, issue, with the|count executive in Chicago, have 
ducers Association. ‘largest print order in the history| been elected vice-presidents of 


On the other hand, the heads | of the magazine—800,000 copies. | Maxon, Inc. 
of several leading advertiser com- | 


|panies are on the _ list—among | 
them Richard R. Deupree, Proc- 
ter & Gamble; Charles Luckman, 
Lever Brothers; Harvey S. Fire-| 
‘stone Jr., Firestone Tire & Rub- 
_ber Company; Henry Ford II, 
|Ford Motor Company; Clarence 
Francis, General Foods; Bernard 
F. Gimbel, Gimbel Brothers; 
| Fowler McCormick, International 
| Harvester, and the C. E. Wilsons, 
| presidents respectively of General 
Electric and General Motors. 
Also included were such cur- 
rent news figures among indus- 
trialists—and advertisers—as 
Henry J. Kaiser and Robert R. 
Young. The only Rockefeller on | 
the list is Nelson A. 


Genuine photographs manufac- 
—_ ni, py tured in quantity at little 
°2~, more than letter-press in 
m>. any size... get full 
© particulars from 
Z 


~"PHOTO-MATIC Co 


421 So. Wabash Ave. Fine Arts Bldg. CHICAGO 5, ILL. 
Phone HARrison 2770 ; 


WECAU_the Philadelphia Station with Umbrella Coverage 
W 


and is listened-to-by—more people than any other Philadelphia radio station*. 


*Pulse of Philadelphia 
Hooper 
BMB 


PHILADELPHIA’S 


ith 50,000 watts of power surging out in all directions, WOAU covers— 


“> WCAU 


50,000 WATTS * CBS AFFILIATE 


‘Umbrella Coverage’ 
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Radio Industry 
Future Bright, 
FCC Insists 


(Continued from Page 1) 


crease over-all advertising volume 
in relation to disposable income.” 

2. Prospect of larger audience, 
as new stations increase radio’s 
service area, and additional sets 
are sold. For non-network sta- 
tions entering competitive com- 
munities, FCC recommends de- 
velopment of programming “to 
appeal to groups which now may 
listen only occasionally or not at 
all.” It says transcriptions and 
cooperative live network programs 


help provide a varied program | 
diet. 

3. Continued newsprint short- | 
ages will prevent newspaper ex-| 


| pansion in the immediate future. | 


Radio’s own rate structure and the | 
existence of national and regional | 


|/networks are listed as an addi-| 


tional competitive advantage over | 
other media. Locally, FCC sees 
small stations benefitting from the | 
fact that many communities have | 
no newspaper serving the needs of | 
local advertisers. 

4. FCC sees lots of room for ex- | 
pansion into local advertising, a} 
field that supplies less than a third | 
of the industry’s current revenue. 
Development of the local and na- | 
tional spot market “is both a chal- | 
lenge and an opportunity” to new | 
and old stations, the report says. | 


Profits May Decline 


‘or attain position. 


5. “The high level of profits of | 
established stations will stand a/| 
certain amount of diversion to | 
new stations,” FCC says, but the. 
commission concedes this may. 
merely “defer” the time when “de- 


/ QUALITY 


i structive” competition sets in. 


photo 


On the other hand, FCG warns | 
that a recession in the early fu- 
ture would nip the bulk of the 
new stations in their early months | 
when many would still be strug- | 
gling to find a profitable basis of | 
operation. 

Its greatest concern, however, | 
is fractionating the radio audience, 
partly from addition of new sta- | 
tions, and partly from engineering | 
interference which cuts down a) 
station’s effective area. “Fraction- | 
ating the audience tends to reduce | 
the value to the advertiser of the | 
broadcaster’s salable commodity,” 
FCC admits. 


The commission also recognizes | 
| 


| 
| 


engraving 


11-17 S. DESPLAINES ST. 
CHICAGO 


Let “Doc” Burgoyne feel your pulse 
INDIANAPOLIS 


Largest, fastest-growing 
state capital of the Middle 
West, industrial and dis- 
tributive center, diversified 
manufacturing, 
thriving 


In one or several of the eleven test 
cities of the Burgoyne Index net- 
work leading grocery manufacturers 


are finding the answers to what to 
center of 
farming counties 
industrial cities, In- 
dianapolis offers a sound 
market for plan testing. 


do next to better, to maintain, 


and 


Now that feeding Europe has been Best 1917 population esti- 
; mate: 503,785 .. . up 30% 
from 1940! About 98) re- 
tail food stores in the city 
and about 2000 in the sur- 
rounding Hoosierland, 


added to all of your post-war prob- 


lems ... with your whole competi- 


tive picture in a state of flux... get 


Your best newspaper is the 
INDIANAPOLIS NEWS. 
It serves Indianapolis and 


the facts before you shoot. 


May we set up a research plan tail- the central Indiana radius 


comprising 33° rich coun- 


ored to fit your problem? 


ties 


Burgoyne ath ae? culls 


DIXIE TERMINAL CINCINNATI 2, OHIO 


‘gave broadcasting rate and dis- 


{contrasted with other media. 


NATIONAL, LOCAL, AND TOTAL ADVERTISING 
DISTRIBUTION TO NEWSPAPERS, BROADCASTING AND 
MAGAZINES: SELECTED YEARS 


NATIONAL LOCAL 
ADVERTISING ADVERTISING LOCAL ADVERTISING 
eneqneset * 
192 
BROADCAST 
a" 


1934 


NEWSPAPER: 


1940 1940 


MAGAZINE f° 
40% 535 


NEWSPAPER: 


1946 1946 


1946 


MOVING UP—The upswing in local and national advertising via radio, 1929 
through 1946, is shown in this chart prepared from FCC figures employed in 


its study of the broadcasting industry. 


NATIONAL AND 
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Advertis 
|radio community will be a town of 
12,500, compared with 22,500 on 
V-J Day. 

3. Although the number of one 
station communities goes from 435g! 
(as of V-J Day) to 671, the com. viously v 
petition in multi-station communi. §'¥° °° th 
ties is much keener, too. In 299g Perate: 
of the 566 V-J Day radio com- tion will 
munities, additional stations are §0>'?!™8 
going on the air. The number off develo 
two-station communities will go §a“1ence: 
from 57 to 178; three-station com.g™u!ti - st 
munities from 31 to 70; four-sta-gome-indus 
tion from 20 to 27; five-stationg’!' is di 
from 9 to 27 and six-station from ™co™™muntt 
14 to 69. In one case, a commy. support & 
nity of less than 50,000 is to have unless tr 
six standard stations—FM anq@s'e@tly 5! 
television notwithstanding. Eighty In expé 
communities of less than 25,009 ™unities: 
are to have two stations; 22 wil) gs™@™Pest. 
have three stations; five will have o™™umt 
four stations and three will have’? DY: 


more vul 
changes, 

In new 
ties: In 9 


more. I 


five stations. 

How does FCC assess the 
chances of survival in various 
cases? 

In the 276 “unexpanded” com- 
munities: Here stations need 
worry only about a narrowing of 
their service areas as other sta- 
tions go on the air in nearby com- 
munities, or neighboring fre- 
quencies. 


Will Have Cost Advantages 


In the 403 communities previ- 
ously unserved: Here stations may 
face established local newspapers 
or metropolitan papers and sta- 
tions which have attempted to 
meet local needs. The new sta- 
tions will have cost advantages, 
particularly over the newspaper, 
FCC suggests. It feels that sta- 
tions with local listenership can 
write rate cards which are more 
suitable to the needs and budgets 
of local advertisers than metro- 
politan newspapers or radio sta- 
tions. If unable to obtain network 


“sharper competition from other | with stations is 
media.” As newsprint becomes | 566 to 1,063. 


sheltered wartime status. Refer- 
ring to the American Newspaper 
Advertising Network, it warns! have them in 1948. 
that newspapers may develop) 
more effective methods of selling 
space than the old methods which 
in smaller communities. 
count advantages. 

Simultaneous with the fraction- 
ating of audience, and the in- 
creased competition from other 
media, FCC sees advertisers be- 
coming more critical of the cost 
and effectiveness of broadcasting 


10,000 persons, 
20% 


less than 5,000. The 


increasing from 
In other words, | ova + 
available, it sees radio losing its| where 2 out of 10 of the 2,487 U. S. | 
communities had their own sta-| YOUR DIRECT MAIL 
tions on V-J Day, 4 out of 10 sel the day you want it 


Small Areas Get Most 


2. The growth is most marked 
Nearly 
45% of 1948’s standard stations | 
will be in communities of less than | 
compared with 
of the V-J Day stations. | 
About a fifth of all radio com-| 
munities will have populations of 
“average” 


affiliation, new stations will be 


the way you want it 
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CALDWELL 
LETTER SERVICE 


8 WEST ONTARIO STREET 
3p -ererter 8154 Chicagoy 


With more than twice as much 
time on the time market, FCC 
fears that rate cutting will eat 
into revenues and income. As 
revenues fall, stations will be 
under pressure to sell more time, 
and to trim programming budgets. 

There is a special warning for 
those who venture into radio by 
purchasing existing stations at 
many times their depreciated cap- 
ital value. Servicing of this in- 
vestment may be burdensome 
under competitive conditions, FCC 
says. It warns that the industry’s 
revenue-cost relationship accentu- 
ates any losses from reduced spon- 
sorship, or rate reductions. 


‘Hardships’ in 287 Areas 


By FCC’s own formula, the in- 
dustry’s 1946 income of $489,400,- 
000 would be $131,000,000 short 
of the minimum for support of 
2,250 stations. Unless the indus- 
try’s income were split perfectly, 
FCC visualizes hardships in about 
287 areas where slightly over 1,000 
stations will be competing. 

FCC studies since April show 
that about half the new stations 
are able to operate profitably. Sta- 
tions pioneering in previously un- 
served communities have the best 
record. About two-thirds of tnose 
bucking against established 
tions are losing money. 

Here’s what is happening to the 
national radio pattern: 

1. The number of communities 


sta- 


Choose the best possible medium 0! 
reproduction for each individual job! 
ALLART offers you your choice of qu2!'t) 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 


OAL LART convonatior 


The key organization in the Allart Graphic Group » 234 North Broadway, Milwaukee 2, Wisconsit 
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more vulnerable to local business | group of industries, such as food, 

changes, FCC warns. | toilet goods, tobacco, pharmaceu- 
In new multi-station communi- tical and household supplies. 

ies: In 97 areas where there pre- 

Soul was no competition, one, | Few Industries Available 

two or three new stations are to It sees increased revenue pos- 

operate. Their competitive posi- | sibilities from non-durable goods 

tion will rest on their success in| as new products and new firms 

obtaining network affiliation, and | enter the market. It finds radio 

in developing their own listening | gaining, but still at a disadvantage 


audience. Most of these new/|in the household equipment field, | 
multi-station communities are|and in other products distributed | 


one-industry towns, FCC warns.) through selected outlets. 
“It is difficult to see how these’ It warns that “the extent to 
communities can be expected to| which radio will benefit from the 
support two, three or four stations, | potentially larger national adver- 
unless their size has expanded |tising pool will depend upon 
greatly since 1940,” FCC says. | radio’s ability to compete in terms 
In expanded multi-station com- of effectiveness and cost with 
munities: Here FCC sees the) other media.” 
sharpest competition. These 290 For advertisers who need “gen- 
communities had 624 stations on | eral coverage,” the fractionating 
y-J Day. They are getting 734 of the radio audience “may tend 
more. Established stations al-|to divert some of their national 
ready have network ties; they | advertising from network radio to 
have advantages in power, fre-| other media,” the report says. 
quency and listener habits. They “Network spot radio may qualify 
generally “have skimmed the | ag an alternative to network radio 
cream” of advertising potential. | in these cases,” it adds. 
Finally, the established stations | The commission submits that 
may be in a “generally lucrative 


,final advertising decisions are Joins ‘Press-Telegram’ York. The first issue will be on 

|often made “in the subjective | an eh Mekein termacty sale Nov. 14. ‘ 

| realm. Here it says “the con-| with the Dan B. Miner Company | 

viction, built up over several dec-| 4nq the Los Angeles Examiner,| (oreeeeee 

_ades, that radio is an effective and | has joined the Long Beach Press- . lo a 

profitable medium may be an im-| Telegram as promotion manager. | el OE »): 

portant psychological booster for ——_-— \ 

es. MES: Issues Monthly Western Oe \\\\ 

| ae __A_ new monthly magazine in | LUMINESCENT DECALS) 

WKCT Starts Operations (77 oe es teen Moe | [ater [| CARDY-LUNDMARK CO. 
Station WKCT, Bowling Green, Fawcett Publications, Inc., New ; bee iene dit 


77 


|\Ky., new 1,000 watt station,| 
{started broadcasting the first of 
| the month. The station is operated | 
by the Daily News Publishing 
|Company, publisher of the Park | 
| City Daily News, Bowling Green. 
|Paul Huddleston, formerly news | 
}and special events director of 
| Station WHAS, is station manager, 
| with Jack Wilson as commercial | 
/'manager, and Joseph: Calloway, | 
|formerly with Station WSIX, as 


| program director. 


Joins Alley & Richards 


| Andrew E. Smith, formerly ac- | 
| count executive and copywriter | 


FIELD WITH ITS | ACE| PUBLICATION 


(Canby [INDUSTRY 


- More Manufacturers—representing greater 
F buying power — read CANDY INDUSTRY 
| than any other publication 

F FIRST In Advertising Volume (7 x 10 Units) 

_ FIRST in Industry Preference (4-to-] by actual survey) 


i CANDY [INDUSTRY "=~ 


| with Badger & Browning, has| , Don Gussow — Publisher & Editor + 33 West 42nd St., New York City 
joined the creative staff of Alley Other Don Gussow Publications: Bottling Industry, Tobacco Record 


|& Richards, Boston. | Ms ty 


position” which will protect them. | 
Up to Advertising | 


Commission critics will be sur- 
prised to find that the analysis is | 
redicated on the fact that adver- | 
tising is the sole hope for radio’s 
success. The largest section of the 
112-page document—42 pages—is 
devoted to an analysis of radio’s 
advertising prospects, much of it| 
ased on the writings of Neil H. 
Borden and C. H. Sandage. 

FCC is optimistic about adver-_| 
ising’s future, and radio’s chance | 
of getting a larger share of the ad- | 
ertising pie. It sees a job ahead | 
articularly as regards local ad- | 
ertising. 
It hints that sales-minded man- | 
pgement, able to size up the needs 
ff local business men, has a good | 
‘hance of building profitable op- 
Prations and providing a_ useful 
pdvertising service. 

The report urges station man- 
pgement “to bring to bear on the) 
Rdvertiser’s problem as complete 
knowledge as possible concerning 
he station’s audience and the art 
f program building.” It notes that 
he “industry trade association” is 
Pxerting substantial efforts to edu- 
ate the broadcaster with respect 
0 this factor. 


More Activity Seen 


lvity will increase steadily in the | 


———$—— 


uture as technical progress boosts | | 
ndustrial productivity. “The sale 
{this potentially enlarged prod- 
tt becomes more difficult and a 
arger proportion of the employed Curtin 7 A 
opulation and of national income & —a 3 
ends to be devoted to the market- Y 62- 4 
ng of goods and services,” FCC 38- | 
ays. ; | 
“Advertising as a persuasive and 
rinci i 
tee con oe 4 ‘testa yet | Is what you have fo sell listed here?, 
me relative to total activity in If it isn't, it's a pretty good bet it's sure to be 62-9 
ur economy unless other market- included in the complete list of more than 120 nd 69> 
a a eee at the ex- different power field product and equipment 71% 
The report reg att te the | items checked in OPERATING ENGINEER’s olind . “. 
titings of Professor Sandage to buying investigation of its market. 59- ‘ 
- ' Fn A 2 7 ca py | We completed 844 field calls last Spring. Since = 1 
There is reason to believe that a then we have tabulated this buying data, ana- 6 4.6 
miting factor in the development lized it, and right now we're busy packing it nds 5°: 5 
 ‘ocal time sales by a substantial into a handy booklet for you. It's entitled, "THEY mer. 58: . 
ny of broadcasters is their defi- BUY!” Better write and reserve your copy now. a>. 
ney in this art,” the report ‘says. iz edi’ gvaie”™ 
FCC predicates its discussions of FIRST ISSUE IN JANUARY—Affer three pilot numbers, the > , @ ROP. whe “ee € 
ver lising on a belief that adver- first regular issue of OPERATING ENGINEER appears in - oowe® ‘ase she 
expenditures fluctuate with January. To reach 20,000 buyers costs but $200 a page (12- nett 10 wilt © 
sable personal income.” It time rate), and there is a full year’s rate protection on all vos more’ 
ium 0! ‘ds radio billings less sensitive contracts received before Jan. 1, 1948, calling for space to oY <.. an 
I job! an other media, fluctuating be used beginning with or before the March, 1948, issue. «ynelv8® yon'*’ ws | 
y of qualify ' for every 1% shift in dis- o\\ 
ase acie income. It sees newspa- | 
four ross billings shifting 0.67% 


iagazines 0.89%, with an ad- 
al 0.30% the following year 


r result of time elapsing be- 
LATION ‘se: contract and final settle- OPERATING EN 


, Wisconsia Na ionally, FCC sees radio still 


favily dependent upon a small A McGRAW-HILL PUBLICATION * 330 West 42nd Street, New York 13, N.Y. 
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Railway Trainmen 
Sponsor Newscast 


New York —One of the first | 
unions to sign as backer of a) 
regular network show, the Broth- | 
erhood of Railway Trainmen, will | 


sponsor a weekly 15-minute news- | 


jew featuring Dorothy Fuldheim 
| Starting Nov. 15 over ABC. 

Miss Fuldheim, well known lec- 
| turer and world traveler, will 
|analyze all aspects of the day’s | 
|news. The broadcast, to be heard | 
| Saturdays at 5:45 p.m., will fea- 
|ture guest interviews. 

The 52-week contract was 
| signed through William Von Zehle 


STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


2 WE DO THE COMPLETE JO8, ANY SIZE, ANY STYLE, ANY, = 
mH QUANTITY, ANY COLORS. WE ALLOW STANDARD © 7% 
AGENCY COMMISSIONS 


| & Co., New York. The brother- 
lio a will use its commercial time 


to develop good will. 
a 


ie Ross Roy 

Carroll F. Sullivan, former re- 
gional manager for the Plymouth 
|division of Chrysler Corporation, 
ie joined Ross Roy, Inc., Detroit, 
|/as assistant to the president. 


| * MULTI GRAPHING * ADDRESSING 
*& MIMEOGRAPHING *F OLDING 


‘% MAILING LISTS 


* MAILING _ 


Ira Copley, 83, 
Publisher of 17 
Newspapers, Dies 


Aurora, ILL.—Ira C. Copley, 
publisher of 17 Illinois and Cali- 
fornia newspapers, former con- 
gressman and philanthropist, died 
Nov. 2 in Copley Hospital here, 
of a heart ailment. He was 83. 

Mr. Copley began his business 
career with a power company 
here, building it eventually to a 
large power and fuel utility com- 
pany serving many Illinois com- 
munities. He disposed of his util- 
ity interests in 1926. In the mean- 
time, he had engaged actively in 
Republican party campaigns, and 
was elected to six consecutive 
terms (1911-23) as congressman 
from this area. 

Mr. Copley entered the publish- 
ing field in 1905, when he pur- 
chased the Aurora Beacon, now 
the Aurora Beacon-News. Later 
he acquired control of the 
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Courier-News, Elgin, Ill.; Herald- 
News, Joliet, I11., and Illinois State 
Journal and Register, Springfield. 

In 1928 he began buying Cali- 
fornia newspapers, starting with 
the San Diego Tribune-Sun and 
Union, which, with the [Illinois 
papers, are operated by Copley 
Press. He also bought 10 dailies 
in the Los Angeles area and ac- 
quired stock interest in the Long 
Beach Press-Telegram. 

He is survived by his wife, 
Chloe, and two sons, James Cop- 
ley, 1st vice-president of Copley 
Press, and William, a writer, both 
of San Diego. 


EDWIN O. PERRIN 

New YorK—Edwin O. Perrin, 
58, a partner in Henry A. Loudon 
Advertising, died Oct. 30 at Wick- 
ersham Hospital here. 

Mr. Perrin began his advertis- 
ing career as a copywriter with 
J. Walter Thompson Company. He 
later became _ vice-president of 
Olmstead, Perrin & Leffingwell 


and in 1929 was made vice-presi- 


a valuable aid in educating the motoring public to the 
dangers on the streets of Detroit, and has 4pprized them 
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; iP 
ector of traffic 


ou/aek 


“THANK YOU, 
MR. LUPTON:” 


ae 


Your current traffic quiz program has been 


of the traffic rules and regulations, 


x 


promote 


brought 


The public service you 4re 
credit to the Detroit Free Press 4nd 4ll] it's staff, 


AGGRESSIVE, constructive and 


continuous editorial program to 


safety on Detroit streets 
this letter from Detroit’s 


Director of Traffic. By keeping ever- 


lastingly 


at it, we have, no doubt, 


erforming is a 


played some measurable part in the 


saving of lives and property. ‘This 


has encouraged a more intensive 


readership and public approbation of 


this newspaper’s 


columns. All of which 


directly benefits advertising. 


‘a 


The Betroit Free Press 


dent and a director of McCann. 
Erickson. 

Early in 1943 he joined the Way 
Advertising Council as staff man. 
ager on the Army campaigns. He 
resigned in 1945 to enter partner. 
ship with Henry A. Loudon Aq. 
vertising in Boston and later, with 
De Witt Hill, launched the New 
York Loudon operation. 


GLENN H. CAMPBELL 

CLEVELAND—Glenn H. Campbell, 
president of the Campbell-San- 
ford Advertising Company here. 
died at Cleveland Clinic following 
an operation. Mr. Campbell had 
long operated his agency here, as 
well as branches in Toledo, Chi- 
cago and New York. 


GEORGE O. TAMBLYN 

Mount VERNON, N. Y.—George 
O. Tamblyn, 70, who retired ip 
1942 as senior partner in the pub- 
lic relations firm of Tamblyn & 
Tamblyn, New York, died here 
last Monday after a long illness. 

Long active in fund raising 
campaigns, Mr. Tamblyn formed 
the public relations organization 
in 1933 with his son. 


DONALD S. KENNEDY 
Cuicaco—Donald Sumner, Ken- 

nedy, 49, director of service and 

an account executive for the 


Charles Daniel Frey Advertising 
| Agency here, died in suburban 
Oak Park Oct. 31. Mr. Kennedy 
| was a representative of the old 
|Motor Life before joining the 
| agency in 1925. 


CHARLES W. MYERS 


PORTLAND, OrE.—Charles_ WV. 
Myers, 66, founder and former 
president of Station KOIN here, 
died Nov. 4. 


Transfers John Mayo 


John B. Mayo, media director in 
the Cleveland office of Beaumont 
& Hohman, Inc., has been named 
account executive in the Omaha 
office. The agency’s Atlanta office 
has been appointed to direct the 
advertising of John J. Harte Con- 
pany, Atlanta engineering and 
construction company, and Frew, 
Inc., Cedartown, Ga., furniture 
manufacturer. 


‘Tung World’ Moves 


Tung World, published by Tung 
World Publishing Company, has 
moved into its own building 2 
1317 24th Ave., Gulfport, Miss. 


8. Tips On Space Buying 


In Conference! 


This Space Buyer once judiciously studié 
his markets and analyzed all the facts ° 
the related publications. Now with an o 
casional glance or two at a publication " 
is satisfied that he knows all the fac's. 

You'd probably hate to be in this 9v! 
shoes. You know that publications we 
as markets frequently change. You kn , 
consistent study of effective readersh 
torial content, quality of circulation, 
etc., is necessary to get results. 

In studying the Water and Sewag 
you will find that the circulation, pages © 
advertising, and pages of edi itorial mater’ 
has consistently risen for WATER & SEW 
WORKS, the only publication coverir 
these related utilities. 


o>} 


For Complete Facts 
} Write or Call Mr. Cocker Today 


Ask For 
Media File Folder 
Latest Folder — Just Published 


WATER & SEWAus 
WORKS 


22 W. MAPLE ST. CHICAGO 10, 
EN Yad SeNELamn «uns neu a 
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a | 2 punenectiemane , Ld 
om A Greenfield Brand § Last Minute News Flashes _ House Committee 
| 
© War ‘Super Suds Ads Feature ‘Life’ Photos | Launches Quiz on 
man- » | NEw YorK—Colgate-Palmolive-Peet Company has started a cam-| | 
s. He Names Test Ends: | paign in 400 newspapers and in spot radio featuring photographs | Co-op Tax Issues 
rtner- from Life of one package of Super Suds filling a 15-ton trailer truck. | | WasHincton—A. W. Kimble, 
n Ad- f | fid The drive coincides with Lever Bros.’ campaign in 240 newspapers and | |/manager of the National Small 
» With § on | en other media for Rinso with Solium. William Esty & Co. has the Businessmen’s Association, led off 
» New ‘a Super Suds account. | House ways and means committee 
GREENFIELD, Mass.—“Is this the . ‘ sug hearings last week with a warnin, 
end of something—or is it the be-| Breaks Newspaper Drive for ‘Passion’ Perfume | that cocdee welll aanaa aa tous 
ne New YorK—Parfums Zofaly, New York and Paris, has started a : : 
ginning? : ; a of the local business in the country 
1pbell,§ With that provocative question | "¢WSPaper campaign in about 25 cities throughout the country for unless Congress finds ways of tax- 
l-San-Maimed directly at hundreds of| @Ssion.” The perfume, filled, sealed and packaged in Paris, is dis- ing their income on a basis com- 
here [f Greenfield retailers—and _indi- tributed by the New York office. _ National magazines will be used parable with that of privately- ; 
lowing rectly at legions of advertisers, after the first of the year, when distribution is expanded. The per-| FEW WORDS—Promotion for "65" pet | owned competitors. Mr. Kimble | 
ll hadi agencies and national media—|f¥me was introduced in America when approximately 750,000 one-| food, introduced early this year by | visualized a total of $25 billion | 
sre, asf} Henry E. Abt, president of Brand ounce bottles were sent from Paris to the U. S. by American soldiers es rt Seattle, 3 ges annually for co-ops by 1950, if 
, Chi-fNames Foundation, New York, pea et World War II. Justin Funkhouser Advertising, Inc., pig eee their present rate of growth con- | 
rung down the curtain last week ‘ Advertising Agency, Seattle, handles | tinues. 
on = netic AR precio apen experi-| Adds Newspapers to ‘7-Minit’ Schedule the account. More than 60 witnesses pro and 
ae ” aa age ore. Norristown, Pa.—6-O’Clock Foods, Inc., has added 21 newspapers con are waiting their turn to give 
xeorge k | oehiaen i | ° aaa to its regular list of 69 to advertise its “7-Minit” complete lemon and ’ . — coh shrine 4 their Mpeeroe 
red in ay a € retal’~ | chocolate pie crust and filling, and tapioca pudding and pie crust. a ers Promotion the hotly contested issue whether 
> pub. ets who have taken part in this| Agency is Roy S. Durstine, Inc., New York. tax laws ought to be changed to 
lyn & program to educate the consumer | ‘ . . hit the incomes and patronage 
here 02 buying by brands. For the re- Simmons Features Babybeauty Crib Mattress )) { p d dividends of the co-op groups. 
ness, g @ilers want to know if Green-| New York—The Simmons Company is using full and two-thirds rive 0 rocee Treasury Under Secretary Ar- 
raising field must slip back into relative| pages in nine baby magazines, one four-color page in Life and both chibald Wiggins hedged at making 
‘ormedg OPlivion, operating as a small town | color and black-and-white pages in Parents’ Magazine for its new ° a firm recommendation, assert- 
ization 222in and fighting with metropoli-| Babybeauty crib mattress. Young & Rubicam is the agency. espite rd ems ing that the congressional deci- = | 
tan centers such as Springfield for i - v sion ought to rest on the question —| 
the business of the 55,000 persons Porter Bibb Joins Farson & Huff as Executive V.P. C most P ._|of “whether cooperative associa- | 
who live in the Franklin County; New Yorx—D. Porter Bibb Jr., formerly with Compton Adver- yore “y an oa - a "| tions perform services of such \ 
trading area (AA, Nov. 3). tising in a new business capacity, has joined Farson & Huff, Louis- por pe ng _ — “} a te? great value to the public that they | 
. Ken-§ Mr. Abt, who two weeks ago) ville, as executive vice-president. Before joining Compton, Mr. Bibb sie i or te annual meenng | should be relieved of tax burdens 
€ and predicted the Greenfield experi- was with Lennen & Mitchell, Kudner Agency and Batten, Barton, pe me American Bakers Associa- imposed on other corporate en- | 
r the ment would become “a basic blue-| Durstine & Osborn, and served for a time with the Advertising Council. won, agreed that: tities.” 
rtising@ print” for the nation, told retail- pe ps adie — ofare-| A Treasury analysis of farm | 
urban ers the experiment would have | Blue Bell Work Clothes to Ayer turn of “dark bread. ) cooperatives issued a week ago 
ennedy—l “lasting reflections on business and| PHILADELPHIA— Blue Bell, Inc., maker of work clothes, has ap-| 2. Whatever tack the baking (AA, Nov. 3) minimizes potential 
he old civic life’—both here and nation- Pointed N. W. Ayer & Son here to handle its account. industry’s promotion program). yevenues from co-ops, but ad- 
ig the wide . takes when it begins next Feb- mits that farm co-ops with $5 
‘Swertfager Named Lennen & Mitchell V.P. ruary, it will emphasize the nu-|}inion of sales are paying no 
Proved Principles | New York — Walter Swertfager, formerly head of his own agency | tritional value of bread. pe Fl $10 “to $20 yee gf | 
Addressing business leaders at| here, is joining Lennen & Mitchell as a vice-president in charge of 3. Despite rumors, the size of federal income taxes 
W the banquet which brought to a| the Calvert account. He succeeds Philip Kelly, now advertising di- | the loaf will not be reduced. j 
Ae close the first such experiment of | rector of National Distillers. 4. The Citizens Food Commit- Waive Tax Immunity 


-ctor in 
Aumont 
named 
Omaha 
a office 
ect the 
e Com- 
g and 
| Freu, 
rniture 


its kind in the country, Mr. Abt) 


tee program for reduced consump- 


said that saleswise, the brand | establishment of the selling alli- 
names test here had been “great|ance—the tightening and better 
promotion”—encouraging news to/ coordination of the economic ma- 
retailers who put the national as-| chine from point of production to 
pects of the test secondary to| point of sale.” 

wresting consumer control away| The aims, procedure followed 
from big cities. _and the like will be outlined in a 
“But,” Mr. Abt said, “Greenfield | complete manual, to be offered, at 
did not set out primarily to boom printing cost, to local leadership | 
sales or to sell advertising time) in about 2,000 towns. The founda- 
and space. Greenfield set out to| tion will act as clearing house to 
declare certain principles to its|inform national advertisers, pub- 
people and to the nation. | lishers, networks and others con- 
“Greenfield declared those prin- | cerning each town’s plans, plus 
ciples so unmistakably, so vi-|the accomplishments in other 


| tion of wheat foods has resulted in 


director of employer-employe re- 
ae ytd about a 12% reduction in pounds 


lations, is to serve as executive 
secretary. of bakery goods baked. 

Judge Miller indicated that the| - P. Binner, president of ABA, 
policy subcommittee would move | 2nd other baking industry leaders 
rapidly ahead in view of Mr. indicated that they will be unable, 
Petrillo’s notice that record mak-| because of rapid developments in 
ing will stop Jan. 1. Committee | the food conservation program, to 
members expressed hope for qa | reach a decision until later this 

month on media and theme for 


“united front” in facing the AFM | : 
threat, which may extend to a) the ABA's $500,000-a-year adver- 
\tising program. Foote, Cone & 


strike against network radio on ; 
Feb. 1. |Belding here handles the adver- 
| tising. 


blueprint.” 


brantly, so effectively that it is | communities. 
small wonder that other towns are | coordinator and booking agent for 
already asking for the plan and | consumer schools and sales train- 


It will also serve as 


ing schools, such as those pretested 


He said Greenfield spoke to the | here in Greenfield. Certain stand- 
nation “about the indivisibility of | ard window and counter material | 


our economic interest. You have will be provided. 


shouted down the vicious phil-| 
osophy that the economic life of a 
people is a toe-to-toe class strug- 
gle. You began with the vital re- 
lationship between producers -and 
distributors of goods. You pointed 
up the fact that education of the 
consumer concerning what has | 
been made in America’s factories | 


a partnership. The maker cannot | 
do it alone. The seller cannot do 
it alone,” he stressed. 


350 in Experiment 


“More than 350 manufacturers | 
and media responded wholeheart- 
edly to your invitation. You 
joined ingenuity and the highest 
arts of honest presentation of 


goods to bring your joint service 
the attention of the consumer. 


t and his gain. 
e of our way of life—the prin- 
ple of the economic team—was 


- ‘eenfield program.” 

Pointing out that American pro- 
‘tion will scon be operating at 
‘| tilt, Mr. Abt denounced the 


vave of price warfare, bitterness, 


J 

S Suspicion and discredit” with 
if Which the nation once tried to 

hed ey @tle =possible depression, sug- 


ting in its place, “the firmer 


| 


| 


| 


matized unmistakably in the| Fay, 


Radio Men Study 
Means to Meet 
AFM Walkout 


WASHINGTON—A special 34-man 


and how to obtain it—the educa-| Committee representing broadcast- 
tion that we call advertising—is | €TS, televisers, and transcription 


and record makers met at NAB 
headquarters Wednesday to ex- 
plore a common approach to the 
problems imposed by the forth- 
coming walkouts of musicians be- 
longing to the American Federa- 
tion of Musicians. 

The Wednesday session did little 
more than agree that policy de- 
cisions should be made through a 
small subcommittee composed of 
one representative from each of 


& stores and little, big manufac- | the industry groups involved in 
‘rs and small worked hand in| the controversies with Music Czar | 
id, and each had his place, his | James C. Petrillo. 
The first prin- | 


The policy -committee will be 
headed by NAB President Justin 
Miller. It is to include William 
of WHAM, Rochester, for 
the Frequency Modulation As- 
sociation; Charles Gaines, for 
Frederick W. Ziv, for transcrip- 
tion makers; Lawrence Philips, of 
DuMont Television Network, for 


tion, and Edward Wallerstein, of 


makers. Richard Doherty, NAB 


Television Broadcasters Associa- | 


Have Authority to Go Ahead 
At the meeting, members gave 


Ask Labor Board the officers full authority to decide 


details of the campaign. It will 


Aid in Dispute definitely open this winter, despite 


what difficulties there may be de- 


‘Chicago Dailies 


Mr. Wiggins told the committee 
that about half the farm co-ops 
waived tax immunity on their 
dividends on stock and reserves 
in order to enjoy greater freedom 
of operation. 

He said denial of this exemp- 
tion to the remaining 5,600 farm 
co-ops would have yielded “small, 
but not negligible’ revenue. By 
Treasury estimates, these 5,600 
exempt co-ops escaped $10 to $20 
million in taxes in 1943. 

The Under Secretary doubted 
the . effectiveness of a tax on 
patronage dividends, the widest 
area of advantage of the co-op 
groups. Such a tax, if legal, 
might merely induce co-ops to set 
prices so as to minimize patron- 
age dividends, he said. 


Cuicaco—The Chicago Newspa- 
|per Publishers Association has 
asked the NLRB to intervene in|} 
| the controversy between the pub- 
|lishers and Local 16, Chicago Ty- 
| pographical Union (ITU). 

| The labor board has been asked 
‘to determine whether the pub- 
lishers or union has failed to bar- 
gain collectively in good faith. 
Each side aecuses the other of bad 
| faith. The Chicago Herald Ameri- 
| can, Journal of Commerce, News, 
|Sun, Times and Tribune are in- 
| volved. 


veloping from the government 
food conservation program. 

Spokesmen pointed out that 
bread is one of the most efficient 
users of wheat. 
shortening and mineral content 
makes it one of the best nutri- 
tional buys; it takes seven times 
as much wheat to produce a pound 
of poultry or meat as to produce 
a pound of bread, spokesmen de- 
clared. 

No effort is being made to se- 
cure return of “dark flour,” it 
: : was said, because experience early 
The union contract expired Oct.|j,:¢ year showed that because of 


16, and the local has asked Wood-| <,,ijage no actual saving was | 


\ruff Randolph, ITU president, to | made over light flour. The Amer- 
investigate. ITU approval is re-| ican Institute of Baking, as a con- 
quired before a strike e lockout | sequence of congressional interest, 
can be declared, under union laws. will shortly launch a far-reaching 
Publishers say the union seeks to research project into causes of and 
avoid the Taft-Hartley Act ban) .ojutions to the staling of bread. 
/on closed shop contracts. Wage 
|increases also are sought. . 
eeniennioaetoas Joins CBS Sales 

A. H. Flaten has joined CBS 
sales department as an account 
executive. He has been associated 


J. David Stern II | 
Buys ‘Seattle Star’ 


J. David (Tommy) Stern III of with Radio Sales, Columbia’s spot | 


Philadelphia has bought the name, | broadcasting division, for six 
machinery and building of the Se-| years. 

attle Star from Smith Davis of | pan ete 
Smith Davis Corporation, news-| gy. 

paper and radio station broker, | Hicks Named A.M. 

New York, for an estimated $250,-| John H. Hicks Jr., who has 
000. served with National Broadcasting 
| The Star recently closed. Plans|Company and the Houston Post, 
\for its resumption have not been | has been named to the newly cre- 
|set. Mr. Davis acquired the news-|ated post of advertising manager 


about 20 owners. pany, Dallas. ’ 


Its grain, milk, | 


| In asserting that co-op tax ex- 
|emption ought to be decided on 
_the basis of “public service,” Mr. 
| Wiggins added that he was “al- 


| ways against any tax exemption 
and in favor of uniform taxation.” 


Can Claim Public Service 


| “There are few businesses 
| which could not make some claim 

to having served the public as 
| well as private interests,” he said. 

Among the suggestions before 
the committee are: 

Possibility of taxing “big” co- 
ops and retaining exemption for 
small ones; 

Possibility of taxing non-cash 
| patronage dividends; 

Possibility of treating co-ops 
| like business partnerships; 

Possibility of special 
taxes in lieu of income tax. 

Ways and Means Chairman 
|Harold Knutson hopes to com- 
plete hearings by Nov. 25. High 
point is expected Nov. 20, when 
the committee is to have Rep. 
Walter C. Ploeser, chairman of 
the House small business commit- 
| tee, just back from coast-to-coast 
hearings on co-op issues. Rep. 
| Wright Patman, small business 
| committee minority leader, also is 
| scheduled for the 20th. 


| 


co-op 


Names Kashuk Agency 
Goldware Exchange, Brooklyn, 
N. Y., has appointed Lew Kashuk 


Columbia Recording, for record|paper property from a group of|of Tex-O-Kan Flour Mills Com-|& Son Advertising, New York, to 


handle its advertising. 
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SIX MAGAZINES THREE MAGAZINES 


HOLLYWOOD 

MOTION PICTURE 

MOVIE STORY MAGAZINE 
ROMANTIC STORY 
SCREEN LIFE 

TRUE CONFESSIONS 


MOTION PICTURE 
MOVIE STORY MAGAZINE 


TRUE CONFESSIONS 


I ¥. your advertising dollars seek women, 


and preferably young women, FAWCETT WOMEN’S GROUP reaches 
the greatest number of young women at the least cost 


of any magazine or magazine group in existence. 


FAWCETT WOMEN’S GROUP 


67 West 44th Street « New York 18, N. Y. 


LOS ANGELES 


645 S. FLOWER ST. 


SAN FRANCISCO ° 


RUSS BUILDING 


CHICAGO °* 


360 N. MICHIGAN AVE. 
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